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Convention Plans 
Motion Pictures 
Meetings Packages 
Television Commercials 
Demonstration Devices 
Screen Advertising 
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Animated Cartoons 
Training Manuals 
Slidefilms 

Pictorial Booklets 
Transparencies 

Slides 

Film Distribution 
Turnover Charts 
Meeting Guides 

Tape Recordings 

Disc Recordings 
Promotion Pieces 
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Banners 

Training Devices 

Quiz Materials 
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Stage Presentations 
Portable Stagettes 
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Projection Service 

Film Productions in Color 
Field Surveys 
Convention Supervision 
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6 Varied Skills... 


YOURS TO COMMAND 


Whether you plan a two-man meeting over a desk, a star-spangled full- 
dress convention, a sales meeting, a motion picture, or a television 
commercial—Jam Handy has all the skills and specialized experience 
to help do the whole job for you. Jam Handy starts with the results you 
want, and builds a carefully integrated program tailored to your budget. 
Every meeting is designed to catch eyes, hold attention, stimulate thought, 
and provoke action, 


And every detail, from plans to finished materials, can be handled for 
you with the convenience of Jam Handy One-Stop Service economy. 


That’s where you save time, talk, worry, money and effort. 


Next time you plan a presentation to sell ideas, or to move merchandise, 
call or write the Jam Handy One-Stop Service office nearest you. Let 


us show you how we can help you. 


JAM HANDY 


One-Stop Service 


NEW YORK 19 DAYTON 2 e DETROIT 11 
1775 Broadway © 310 Talbott Bidg 2821 €. Grand Rivd 


PITTSBURGH 22 e CHICAGO | 
930-932 Penn Ave. 230 North Michigan Ave. 


HOLLYWOOD 28 


© 5746 Sunset Blvd 


RENTAL BOOTH EQUIPMENT 
pment completely adjustak n height, ngth, with 

i to answer effectively and economically 
test number of customers. Standard backgrounds are 8’ in height 


ne nt I 


RENTAL CHROME FURNITURE 
imiture is the best obtainal Sturdy metal construction with padded 
lstered in washabl ttherett t adds - and comfort to any 
identification. From left 
settee, smoking stand, 
; typical of the 
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STOOLS WASTEBASKETS 
SPECIAL DECORATIONS 
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OFFERS YOU EVERY FACILITY FOR A 


See 


CHICAGO'S MOST CONVENIENT HOTEL 


WELL-BALANCED MEETING 


27 AIR CONDITIONED MEETING 
ROOMS accommodating from 10 to 2,000 


people P 


all on the first floor or mezzanine. 


TREMENDOUS EXHIBITION SPACE . 


over 40,000 square feet of completely air 


conditioned space all on one level 


MOST CONVENIENT LOCATION .. . 
near Marshall Field’s and the Merchandise 
Mart. in the heart of the theater district 


EXCEPTIONAL BANQUET FACILITIES 


for functions of any size. Unusual presentations 


at moderate cost. Menus to fit vour organization 


1501 REDECORATED ROOMS every 


room with radio, many with television 


Freshly redecorated and refurnished 


wonderfully comfortable 


DRIVE-IN GARAGE, You drive right inte 


the Sherman, the only Chicago hotel with 


this service... immediate unloading, 


immediately delivery. 


WORLD FAMOUS RESTAURANTS. 
The College Inn Porterhouse . . . tops in 
America for tender steaks. Well of the Se: 


. Seafood flown in daily. 


For complete information 
Phone, Wire, or Write 
DANNY AMICO @ DIRECTOR OF SALES 


Chicago 
Randolph, Clark and La Salle Streets 


Telephone: Franklin 2-2100 
Teletype CG 1387 
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Philce Does It Like Nobody Did 


It brought 8,000 dealers and distributors 
to Atlantic City for the largest, most 
ambitious sales meeting ever staged 
Every stunt in the hook, and a few never 
written, were put into the meeting that 
cost $2 million and sold $64 million 


Don't Sell Sex Short 


Before casting your lot with those who 
are against use of models at trade shows, 
read what two leading models have to 
say about use, selection and values of 
attractive girls at exhibits. 

By Jence Lowry and Peggy Ramsdale 


Wher It Has to be Good or Else 


The Kawneer Co. needed the razzle- 
dazzle of Notre Dame's band and a host 
of other well-timed theatrics to make its 
sales meeting just right. A lot was riding 
on its first general meeting in 40 vears. 
$y Frank J. Smith, Manager, Sales De- 
velopment, The Kawneer Co. 


How Do You Know Who's at the Show? 


There are two basic ways to check the 
audience at a trade show: audit of atten- 
dance and audience reaction study. No 
matter which you consider best, you 
should know how they compare and differ. 
By John T. Fosdick, Research Editor 


Mr. Meeting Planner, Meet Yourself 


If you've ever arranged a meeting, you've 
lived this tale. Guaranteed not to make 
you one mite brighter, this is sure tg draw 
a few chuckles as you tred lightly through 
the multitudinous details that are heaped 
upon the meeting planner. 

ty David M. King, Copy Chief, News- 
week 


Most Versatile Display Unit 
Gains Popularity 


Self-contained exhibits don't replace con- 
ventional units but offer enough advan- 
tages to make them an excellent “extra” 
for large companies, a good bet for many 
small ones. Exhibit builders and users 
reveal merits and shortcomings of units 


Even a Price Book 
Can Be Glamorized 


What can be duller than a price catalog 
as a sales meeting subject? Not much 
But when you dress it up as Binswanger 
did, you have a three-day conclave packed 
with good humor and training. 

By Joe Nadler, Vice President in Charge 
of Sales, Binswanger & Co. 


How Do Your 
Meetings Sound? 


Sound-effects recordings are inexpensive 


and yet do much to dramatize speeches 
and entire meetings. Over 500 different 
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sounds and special music are on records 
for meetings 

By Thomas J. Valentino, President, 
Thomas J. Valentino, Ine 


What Goes into the Promotion of a 
Successful Industrial Exposition? 


There's no easy road to exposition pro- 
motion. It requires a clear definition of 
purpose and many activities to make that 
purpose known to potential exhibitors and 
Visitors 

By Harry EF. Conrad, Executive Secre- 
tary, American Society of Tool Engineers 


Want a Congressman 
To Speak at Your Meeting? 


Before going on the trail to capture one 
of 435 Representatives or 96 Senators for 
your conclave, make sure you're calling 
on the right man 


Unions Promote Their Labels 
With a Trade Show 


AFL puts on a giant exposition to mer- 
chandise union labels As exhibitors, | emaonas >). ” 
unions learn a lot: Shows pay on a dollar my Skirvin 
ind cents basis: unless exhibits have T 
demonstration they get no crowd. ower 
By Raymond F. Leheney, Director, AFI 

Union Label Industries Exposition 


Care and Feeding 
Of Sales Meetings 


A Convention 
Ihe Heil Co. is out to cure “salesmeeto- , . 
caer y bathe Brg Sis Baas: rh | At The Skirvin Hotel 


sales executives’ clubs while its speakers 
offer 75 years of company experience on 


gg a epee Is Assurance of Success 


ager, The Heil Co 


What's Doing with Visuals? 


A rundown on visual aids now being used 
for sales meetings by a half dozen com- 
panies. While 3-D is here, there's plenty with all details handled by 
nev and different that can be done with 

conventional films 


By Fred Niles, Vice-President, Kling For added pleasure, there's 
Studios, Inc 


Here you'll fnd complete facilities 
for both large and small gatherings, 


experienc ed personne l 


air conditioned comfort throughout, 


with free radio and television 
Let George Do It 


Let George, Henry, Harry, John, Sam 
or whatever names your salesmen own 
present traming material for your meet- : sa 

> > ] : — 
ings. The Reardon Co. finds men get Conventions are our BUSINESS 

. ree 

more out of a session when they are the Not a “sideline. 
trainers. 


B Jack B. ¢ I D WRITE FOR COLOR BROCHURE 
Laima CS AND FULL INFORMATION 


Fiannel-Board Kit Tells 
Story of DuPont Fibers 

For less than $10, department stores get 
a complete training kit on characteristics 
of new fibers. Kit includes flannel-board 


“fiber circus,” cued script and book of THE e ° 
instructions 


conainie IVI 


OKLAHOMA CITY 
First and Broadway 
Telephone L.D. 381 


onvention Business 
tditor’s Notes 

‘xhibit Clinic 
‘xhibitor’s Calendar 
Index to Advertisers 
Products for Planners 


DAN W. JAMES, PRESIDENT AND GENERAL MANAGER 
Visuals Clini 
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Moving? G3© Call... 


Your ALLIED agent 


£' 


no.l specialist 
in long-distance moving! 


No expensive crating problems when you 
move trade show displays and equipment 
by Allied. Nationwide storage facilities 
permit hold overs, saves transportation 
costs to home office for re-shipment. 


Prompt pick-up and delivery assured by 
over 2200 vans. Special attention to 
your individual needs. Agents from coast 
to coast—see classified telephone direc- 
tory. General Offices, Broadview, Illinois 


@ TRACE mare 


Get Meee 
* Meclinys 
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Tl HOTEL OFFERS 
~UNENGELLED VALUE! 


 Sreenn GROUPS, large and 
small, now recognize that the New 
Yorker offers more real hotel value 
than ever. By any yardstick you 
choose—location, service, cost, con- 
vention “know-how’’—this is now 
New York’s outstanding popular- 
priced convention hotel. A wide 
range of air-conditioned meeting — 
and banquet rooms, ample exhibit 
space and specially trained person- 
nel make every group meeting a 
success. When you consider New 
York, consider the New Yorker be- 
cause it offers you unexcelled value! 


For detailed convention information, 
write to D. W. Carlton, Director of 
Sales and Advertising. 


! { 
| HT NEW YORKER 
WE TET ETL 


BF HET Frank L. Andrews, Pres. Gene Voit, General Manager 
tai biti 


WRITE US TODAY FOR THE HOTEL NEW YORKER CONVENTION PLAN 
34TH STREET AT EIGHTH AVENUE. NEW YORK1.N.Y. DIRECT TUNNEL CONNECTION TO PENNSYLVANIA STATION 


tana 
817 
/ N60I7C 


MIRLIMES € 


¢ € 


( 


Wor ynvention Coverage! 
~ World Co — 


Pe eee 


The only airline offering direct service 


between 60 U.S. 


Choice of 3 world-proved TWA services... economical 
Sky Tourist, De Luxe First Class, and luxurious ‘‘Ambas- 
sador’”’ flights. 


Stopover privileges at no extra fare mean delegates can 
go one way, return another ...stop off on business or in- 


clude a vacation in their trip. 


TWA's Constellation fleet—the world’s largest—assures 
fast, dependable service. You spend time there, not get 
ting there! 


Experienced TWA sales force handles all details... 
helps you contact members, reserve space and take care of 
other travel arrangements. 


TWA air cargo provides swift, sure shipment of your con- 
vention exhibits, samples and merchandise in plenty of time. 


kor complete data on TWA convention services, call or write 


Or write: Convention Manager, Trans Woorld Airlines, 60 1 


Fly the finest... FLY 


TRANS WORLD AIRLINES 


f2nd St... 


cities and 20 world centers abroad! 


CURRENT CONVENTIONS AND 
SALES MEETINGS USING 
TWA’s WORLD-WIDE SERVICE 
Lions International — 
Chicago, Illinois, July 8-11, 1953 


American Osteopathic Association — 
Chicago, Ilinois, July 13-17, 1953 


International Boy Scout Jamboree — 
Santa Ano, California, July 17-23, 1953 


Soil Mechanics and Foundation Engineering — 
Zurich, Switzerland, August 16-27, 1953 


American Bar Assaciation — 
Boston, Massachusetts, August 24-29, 1953 


American Hospital Association 
San Francisco, California, Aug. 31-Sept. 5, 1953 


vour local ru 1 office. 
New York I7,NLY. 


WA 
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PLAN YOUR CONVENTION WITH THIS MAP! 


. It’s United Air Lines’ “Route of the Mainliners” 

. your guide to fast, dependable travel, convenient 
chedules, bigger than ever attendance records, more 
productive sales meetings! 

Over this route, United Air Lines’ Mainliners fly 
daily schedules north, south, east and west, getting 
you and your men to and from convention sites 
quickly, comfortably and usually for less than the 
cost of First-Class Rail travel with lower berth. 

With United Air Lines, you enjoy delicious meals, 
full stopover privileges enroute. You can take your 


wife along for half-fare under the popular United 


Family plan and enjoy many other savings in time 
and money. 

Let United Air Lines help plan your next meeting! 
Information about schedules, costs, optional routings 
and stopovers is yours for the asking. Promotional 
literature to help stimulate interest and attendance 
is also available, without extra charges, through your 
nearest United Office or by writing United Air Lines, 


5959 South Cicero Avenue, Chicago 38, Illinois. 


THE NATION'S NUMBER ONE COAST-TO-COAST AIRLINE UNIT ED 
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eluctant to install M Bell's convenient 
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ROBERT LETWIN 
Editor 


There's a new climate in Washington for busi- 
ness. Now's the right time for planning your 
important events in the Capital. 


Put your important meetings and exhibits where important 
things are happening. You can book your big meetings, confer 
ences and shows in Washington's foremost meeting site. Com- 
plete facilities for national company meetings—sales, promo- 
tion and public relations exhibits—are available now at National 
Guard Armory. 


Put your meeting in the limelight . . . where the eyes of the 
nation's business are focused. Bring your salesmen, distributors 
or dealers to the most important spot in the world. 


Some Choice Dates Available 


THE LARGEST EXHIBIT SPACE 
IN THE CAPITAL CITY 


76,000 $Q. FT, OF UNOBSTRUCTED FLOOR SPACE 
All on One Floor 


COMPLETE CONVENTION FACILITIES 
TRAINED AND EXPERIENCED STAFF 
UNEXCELLED PUBLIC ADDRESS SYSTEM 
ADDITIONAL MEETING ROOMS 


EASY DRIVE-IN FACILITIES 
Unload Exhibit at Booth 


CRATE STORAGE SPACE 


PARKING ACCOMMODATIONS 
FOR 1000 CARS 


ABUNDANT LOW COST TRANSPORTATION 
10 MINUTES FROM THE CAPITOL 


THE SHOW usc 


of the Nation's Capital 


For Information Write: Armory Board Manager 


National Guard Armory 
2001 EAST CAPITOL STREET 


WASHINGTON 3, D.C. 


EVERYTHING WAS BIG. Huge TV-set props had gian* screens for rear projection of slides. Exhibits 
of merchandise and departmental displays filled four acres. Dagmar (center) headlined vaudeville. 


Philco Does It Like Nobody Did 


It brought 8,000 dealers and distributors to Atlantic City 


for the largest, most ambitious sales meeting ever staged. 


Every stunt in the book, and a few never written, were put 
into the meeting that cost $2 million and sold $64 million. 


Phileco Corp. staged the world’s 
biggest sales meeting and probably set 
a world’s speed record for appliance 
sales to dealers. 

You name it and Philco had it for 
its dealer-distributor sales meeting. 
From performing dogs to a show on 
ice, all the glitter, glamor and thrills 
of rodeo, Auto Daredevils, Dagmar, 
boxing bouts and 
crammed into four days in Atlantic 
City. 

Over 8,000 dealers and distributors 
were guests of Philco for the extrava- 
ganza that verberated the length 
and breadth of the seashore resort. 
Eleven hotels were completely filled 


vaudeville were 


10 


by Philco and 15 others were enlisted 
to supply additional sleeping facilities 
for the most effervescent crowd of 
conventioneers to hit Atlantic City in 
a decade. And they had a right to be 
exuberant. 

Philco picked up the tab for the 
meeting and transportation to the tune 
of $2 million. From the time a dealer 
stepped out of his front door until he 
returned, Philco paid the bills. Each 
dealer was given a book of tickets. 
Tickets were used instead of cash fo: 
everything. 

As a delegate got off his plane, 
train or bus in Atlantic City, he mere- 
ly opened his book of tickets and was 


First ticket paid his 
cab fare to his hotel. Another ticket 
paid his hotel bill. Others covered 
admissions to entertainment events, 


eady to start. 


bus rides, luncheons and other activi- 
ties. In all, 22 tickets were stapled 
into the yellow books that spirited 
dealers along the Boardwalk from one 
lavish event to another. 

Philco handled the biggest mass 
transportation job ever undertaken by 
a private company when it moved its 
dealers and distributors to Atlantic 
City. Over 7,000,000 miles of travel 
by plane and train were involved, not 
to mention boat and plane travel for 
65 foreign distributor personnel from 
Latin America, Europe, Middle Fast 
and other remote corners of the 
world. 

Planning was nothing short of mas- 
terful for Philco’s meeting. Not one 
hitch in the hectic schedule developed. 
Dealers and distributors arrived on a 
Sunday. Sunday evening, buses lined 
up beside each hotel and whisked 
them away to Bader Field where Col. 
Jim Eskew’s J-E Ranch Riders 
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staged a full-scale rodeo. 

Because the rodeo could not be 
booked on a one-performance basis, it 
arrived in Atlantic City two days 
earlier and played the two days to the 
general public. Most of the proceeds 
from public performances were 
turned over to Girl Scout and Boy 
Scout organizations—unknown to the 
public—as a silent, charitable gesture 
by Philco. 

Monday morning, dealers were 
treated to a three-hour pertormance 
The complete Ice Cycles 
troupe presented a colorful show built 
around Philco’s new line tol 1954. 
New TV and radio receivers glided 


across the ice in special routine num 


on ice, 


bers to promote the line. 

An “electronic ballet’? was pre 
sented on ice with skaters whirling 
about with illuminated “antennas” 
protruding from their hats. A “train” 
load of Philco executives was in 
cluded in the ice show as_ skaters 
guided the wood and cardboard train 
ovel the cs, 

Exhibit-wise, Philco’s meeting was 
slightly short of fantastic. It had an 
area of 20,750 sq. ft. under Atlantic 
City’s Convention Hall balcony to fill 
with exhibits. In addition, it had the 
Arena area in the hall to decorate for 
the ice show. This included a 28-foot 
gold-foil wreath frozen in the center 
of the ice. For a distributor meeting, 
Philco had to put exhibits on the 
hall’s ballroom stage. It had exhibits 

2,500 sq. ft. each—in 15 hotels, 
and another 6,000 sq. ft. of displays 
n Claridge Hotel, headquarters for 
the meeting. It took 10 display com 
panies to create the d splays in time 
for the meeting although planning 
started in January. 

These display companies in fou 
cities created Philco’s exhibits: Arrow 
Display Associates, Philadelphia; Art 
Guild, Philadelphia; Design Built 
Studios, New York City; Display 
House, Philadelphia; Erskin Design 
& Display, Atlantic City; Gardner 
Displays, Pittsburgh; General Ex 
hibits, Philadelphia; Simkins Design 
& Displays, Philadelphia; W. E. 
Sparks Studios, Inc., Philadelphia; 
and Structural Display Co., Ince., 
New York City. 

Designs for exhibits were created 
by the art department of Hutchins 
Advertising Co., Inc., Philco’s agen 
cy. Under the direction of William 
Maxwell, just promoted to vice- 
president by Hutchins, exhibits were 
planned in coordination with many 
departments at Philco that were pre- 
sented graphically to dealers via elab- 
orate displays. 

While primarily a radio and tele- 
vision presentation, the display area 
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JUST BECAME A GRANDFATHER, so James H. Carmine, executive v-p, ordered 8,000 


cigars for dealers. Everything about the meeting was high spirited and generous. 


PRODUCTS GLIDED ACROSS ICE with ballet on skates 


ar 


TRAI 


told the story of research and engi 
neering as well as consumer products. 
Company products shown in exhibits 
included television and 
communications relay systems, com 
munications and navigational equip 
ment, field engineering service, ele 


microwave 


colorful 


oa 


N" brought Philco menagement across ice in novel introduction. 


tronic circuit. testers and training 
units. These were in addition to re 
Irigerators, treezers, alr conditioners, 
electric ranges, and radio and TV 
units. 

Three huge simulated TV sets 
were installed in Convention Hall 
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Costs: Small Percentage of Business Volume 


Looking back on the biggest sales meeting ever held, Ray B. George, 
ice-president, merchandising, Philco Corp., has this to say: 
“In a comprehensive analysis of objectives and results of an operation 
as big as our mid-summer dealer convention, consideration must be given 


to both the tangible and irtangible. 


“Our method of qualifying dealers for attendance. whereby a dealer earned 
his trip through purchase of Philco products, started to pay off as far back 
as January and business was stimulated throughout the spring season, as 
dealers continued to accumulate credits by selling Philco refrigerators, 
freezers, air conditioners, ranges, television and radio. On this basis, total 
cost of this enterprise, though a considerable sum when viewed alone, 


represents a small percentage of 


total business volume that resulted. 


This phase of the operation, which might well be considered the end that 
justified the means, was in reality just the beginning, as the opportunity to 
sell en masse 7,500 leading retail merchants from all parts of United States 
is one that no manufacturer in our industry has cver enjoyed before. Need- 
less to say, advance planning was keyed to take every possible advantage 


of this opportunity. 


“A complete study was made of each dealer's volume for the fall of 1952 
and advance orders prepared in relation to his potential for the fall of 1953. 
Special incentives to buy while at the convention took the form of special 
credit terms, advertising, and merchandising support and the assurance of a 
well balanced and representative inventory of Philco television and radio to 


start the season.” 
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where the ice show was presented. 
Center TV prop was 44 ft. high and 
+ tt. high. It contained a screen 16 
ft. by 20 ft. Slightly smaller screen 
props were on either side of the 
largest prop. On the center screen 
were flashed color slides of each new 
product in the new line. On the left 
screen, slides pointed out features of 
each new model and on the right, 
prices were flashed. For the rear pro 
jection of the slides, three tall towers 
had to be constructed to accommodate 
the equipment and _ projectionists. 

It took two full weeks to erect all 
the display material 
hibited products. It 


towers and ex 
ncluded a gen 
Each of 
the 10 display builders who worked 
trom designs supplied by Hutchins, 
erected the exhibits he built. 

Phileo offered ‘no comment” on 
the volume of TV and radio receivers 
sold to dealers as a result of its meet- 
ing. However, C. Clair Knox, presi- 
dent, Rexair Division, Martin Parry 
Corp., and chairman of the board, 
National Sales Exec utives, ntroduced 
James H. Carmine, Philco’s execu 
tive-vice-president, as “the man who 
just sold $64 million’s worth of mer 
handise in the past 48 hours.” The 
introduction was made at a session 
ot NSE convention which held forth 
n Atlantic City during Philco’s gala 


meeting 


erous portion of overtime, 


\Ir. Carmine epitomized the spirit 
that pervaded Philco SESSIONS, When 
he was notified in Atlantic City that 
his daughte Mrs. Patricia Carmine 
Van Hess, had given birth to a 7-Ib. 
7-07. boy, his first grandchild, he im 
mediately ordered 8,000 cigars and 


distr: buted them to everyone in. at- 


tendance at the meeting. The baby’s 
father, Lt. Glenn Van Hess, is in 
Army Intelligence in Korea. 

Every one of Philco’s distributors 
at the 
meeting tor his dealers. 


staged his own 
At these con 
claves, local merchandising problems 


convention 


were discussed and arrangements 
were made to move the load of ap 
pliances that dealers were prompted 
to order. 


If Monday 


were a 


norning’s activities 
limax, there was no evidence 
Monday evening. 
A full card of 10 boxing bouts was 
offered in Convention Hall. The ring 
was set up over the ice with wood 
and cardboard 


of anticlimax on 


nsulation to prevent 
cold tootsies. 

As Monday went, so went Tues 
day. Dealers were ,xushed back to 
Bader Field to a daring performance 
by Joey Chitwood’s Auto Daredevils 
who raced stock cars and motorcycles 
off ramps and through the air in 
breath-taking teats, and to the thun 
derous applause of spectators. 


spectators trom having 


events didn’t slacken 
on Tuesday night. 


Fast pace oft 
eight vaudeville 
acts in a huge review “Night of 
Stars,” were presented. Dagmar 
head-lined the show which included 
Borrah NIinevitch's Harmonica Ras 
cals, chorus girls, comedians, per 
forming dogs and singing chorus. 

Mixed throughout the convention 
were numerous distributor parties 
and a gigantic buffet luncheon for 
everyone in the lower level of Con 
Hall. Four bus-loads of 
waiters had to be brought from Phila- 
delphia to serve at the luncheon. 

kve y element, idea and stunt that 


vention 


has ever been conceived for 


meetings 


was worked into Philco’s plans. An 
MG car was given away to a luck 
dealer. 

Lottery was used to provide rooms 
for dealers. Distributors assigned 
hotel rooms by chance so that there 
would be impartiality toward all 
dealers who preferred the plushiest 
rooms. 

Distributors not only handled roon 
assignments for their dealers but ai 
ranged transportation to the meeting 
as well. Philco worked with dis 
tributors on transportation. Distrib 
utors worked closely with whateve: 
transportation facilities 
efficient in serving their 


were most 
territories 
and Philco supervised the over-all 
transportation plan. 

Philco almost forgot—in the rush 
of plans—that it had a birthday to 
celebrate. This vear marks the com 
pany’s 25th year in radio. The ann 
versary was worked in via a huge 
cake, however, and distributors will 
remember the birthday best because 
each weceived a “silver anniversary 
special” portable radio 
with a silver plate bearing the dis 
tributor’s name. 

While Philco did not give out 


either cost or sales figures for the 


convention 


meeting, and most figures were con 
piled by well-founded rumor and 
sharp-penciled observers, Mr. Car 
mine did reveal: 

“Philco has taken orders for more 
radio sets at this convention than at 
any convention in the past five vears 
Further, we have taken orders tor 
twice as many television receivers as 
we did at our mid-summer conven 
tion last vear.” 

This meeting, with. its reported 
$64 million’s worth of sales in two 
days, will give Phileo a big boost 
toward its annual sales goal of $435 
million. It already set an all-time 
record with first quarter sales of 
$129 million, according to William 
Bladerston, president. He told the 
assembled dealers that they could look 
forward to continued high-level busi 
ness activity in the foreseeable future. 
He predicted that sales of room ai 
conditioners, a field in which Philco 
“has led the industry for 16 years,” 
would set a new record in 1953. 

Ray B&B. vice-president, 
charge of merchandising, held all the 
reins for the Philco festivities. He 
coordinated the thousands of details 
that went into the vast project. Three 
years ago he directed Philco’s meeting 


(jeorge, 


when it set a sales meeting record 
with 5,000 dealers. That meeting cost 
the company $1 million and was the 
largest company meeting 
1953 effort. 


up 0 


(continued on page 8!) 
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PRODUCT FEATURES are often pointed out 
best by Peggy 
lightness of container in Plax Corp. booth. 


models. Ramsdale shows 


Don't Sell Sex 


MODELS GET ATTENTION. Even in as staid 
an institution as a bank, Jence Lowry helps 
to tell the story of 


low financing rates 


Short 


Before casting your lot with those who are against use of 
models at trade shows, read what two leading models have 
to say about use, selection and values of attractive girls at 
exhibits. They offer sound observations and suggestions. 


As told to Robert Letwin 


BY JENCE LOWRY AND PEGGY RAMSDALE* 


Are Vou suscept ble to a 
girl’s smile? Do you stop to listen 
when an attractive girl talks to you? 

lt you 


vou ll answetl ve 


pretty 


and over 12, 
And that’s why 


models at trade 


Are male, ‘ ve 


exhibitors employ 
shows. 
Some outspoken “experts” will tell 
} , P| 


you not to have models in vour trade 


show booth. V 


*Miss Lowry, Saxi Holtsworth Model 
Agency, New York City, is seen at top 
company booths at major trade shows. 
Miss Ramsdale, Oscar's Model Agency, 
Philadelphia, is another of the nation’s 
most popular trade show models. 


sitors look at the legs 
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they tell 
vou. “Technical men don’t want to 
they 
booth 


produc ts are not 


and not products, 
see girls at industrial exhibits.” 
say. “‘Shapely damsels in yout 
indicate that 
sufficiently 
tention.’ 


I ddlest ( ks! 


\s protessional models, we attend 


your 
interesting to attract at 


more industrial and trade shows in 
convention cities in six months 
attend 


detractors see a 


majo1 
than 
in five 


these 
Our 
scantly clad girl it 
eralize that all 


most ot “experts” 
vears. 
a booth and gen 


models are bad for 


exhibitors. 

In taking up the cudgels tor out 
profession, we shall present the val- 
ues of employing profession models, 
tips on how to select them, what not 
and some observa 


to do pertinent 


tions. 

1. Eye-catcher: Attractive girls at- 
tract thes are 
walking down the street, sitting on a 
train or standing in an exhibit booth. 


iften- 


attention whether 


Exhibitors use all manner of 
tion-getters so why not one of the 
best ? 

employ ex- 


talent to 


2. Time-saver: Why 


pensive te hnic al on sales 
audience 
tion game when a model can do the 
iob much better ? booth 


personnel’s time for specialized tasks. 


operate a simple participa- 


Save youl 
Besides, have vou noticed how few 
will refuse to try an audience partici 


pation game when a soft feminine 


nvitation ? 

Shell Oil Co. 
employs models I its 
booths. Here's how FE. S. Schulman 
of Shell, describes the value of models 
n relieving pressure: “They take the 


voice extends an 
3. Low pressure: 
regularly 


feeling of high-pressure salesmanship 


away from our activities. How often 


I’ve seen people interested in a on 


pany frightened away by a dominat 


Ing salesman. ome 


to your booth when interested in vour 


( iranted, people 


products but note, I say interested. 
How better if 
stimulated by a friendly approach in 
one. Models 


nstructed to direct tech 


much the interest is 
stead of an aggressive 
we use are 
nical questions to company personnel 
in attendance at the booth and to 
Shell salesman to the 

With this means we feel 

eliminate the hustle and 
generally vith 


introduce the 
prospect. 
that we 
bustle 

shows.” 


associated 


Need we say more? 


4. Demonstration: Want to prove 
light in weight > Let 
Want to prove yout 


your product is 
a model hold it. 
product is easy to operate? Let a 
Want to show how 
product can be assem 
bled and disassembled? Let a model 
do it. While visitors tend to pravi 
tate to 

demonstrations by attractive girls get 


model operate if. 
simple you 


demonstrations at a show, 
the bigger crowds. 

distributing lit 
flowers, samples or 
important to 
your sales promotion program bette: 


5. Giveaways: If 
erature, buttons, 
a dozen other items are 


use models. By actual count, a pretty 
girl can distribute 14 times as much 
literature in one hour as the best 
give away in three 
hours. Show visitors will seldom turn 
down a giveaway from a girl but feel 
no compunction to turn away from a 


’ 
man’s handout. 


salesman can 


BUSINESS ° 


CAN BE SUCH A 


PLEASURE 


amid the beautiful sur- 
roundings and comprehen- 
sive facilities of the 


Clam 


A selt-contained resort 
affording the important 
advantages of privacy 
and absence of out- 
side distractions 
during “work” 
hours. 

ee 
@ A versatile array of rooms for all 
types and sizes of meetings, lectures, 
classes, demonstrations, shows, etc. 
@ Full Amplification throughout; 16mm 
and 32mm. Sound Picture Equipment; 
Stages and Props 
@ Extensive workshops and experi 
enced crews to assemble and place 
demonstration or exhibit material 
@ Expert advice and assistance in 
planning and carrying through all de- 
tails of conventions, exhibits, displays, 
etc 
@ Luxurious accommodations, superb 
food, every sports and entertainment 
facility. 
@ Gratifyingly moderate rates 


WE CAN ACCOMMODATE 


GROUPS UP TO 600 DURING 
MONTHS OF 


JUNE and SEPTEMBER 


A few availabilities for groups 
up to 75 persons during July 
and August. 


THE | 
SWITZERLAND 
OF AMERICA 
IN THE WHITE MOUNTAINS 


DIXVILLE NOTCH, NEW HAMPSHIRE 


Ownership-Management 
ALVAN E. KALLMAN 


Write or call our office 


745 FIFTH AVE., NEW YORK 19 
Plaza 3-0510 


6. Talent: Good model agencies 
have girls with a variety of talent. 
Suitable girls can be found for almost 
any type of booth requirement. At- 
tractive misses can take photographs, 
dance, 
sell o1 


type, demonstrate, 
You name it and a 
good model agency will come up with 


sing, act, 
lecture. 
the uo rl your iob requires, 


7. Tone: 


mood oO! 


Few things can set a 
create a special atmosphere 

Put 
richly 
stvled evening gown and you create 
a_stateliness 
booth. 
stvled 


in a booth as a costumed model. 
a model in a conservative but 


and formality in your 
Dress her in a lively peasant- 
frock and present a gay 
mood for your Stressing 


you 
audience. 
economy ?- How about a shapely miss 
in kilts? Have a special trademark 
you want impressed on visitors? How 
about a costume designed around it? 
For most companies, a business atmos- 
phere is best, so models wear tailored 
Street cocktail 


clothes or dresses to 


help set the tone. 


Exhibitors Need Training 


Exhibitors need more training for 
employing models than models need 
training for working at trade shows. 
Professional know 
deal with situations, 
hibitors know how to best 
utilize models in their booths and 
even less how to select the right one 
for a particular job. When you hire 
a model, be these 


how to 
but ex- 


models 
most 
seldom 


sure you note 


things: 


1. Model agency: It is more im- 


select the right 

worry about selecting the 
girl. A good model agency 
knows its girls well and can recom 
mend l show 


portant to 
than to 


proper 


agency 


girls that best suit your 
Be particularly careful in s 


lecting you Its reputation, 


needs. 

agency. 
and clients are 
uur best guides. Ask about an agen 
lieits and show experience be 
you ask about its girls. 


experience forme! 
fore 


2. Selection: Don't pick a 
on the 


model 

You 
have a particular job for her to do, so 
select a girl who can do the job best. 
Your agency is vour best guide as to 
which girls to consider. A friendly, 
important tor 
trade show than 
Ability to talk intelligently 

ds learn selling points 
inore important than a statuesque sil 


basis of beauty alone. 


easy smile is more 


models at a sheer 
he mtr. 
youl are 


houette. 


3. Discriminate: Be hard to please. 
Don't just take anv girl. If vou 
haven't a job for the model to 
do, don’t hire one. But, if you have 
a real job to be done, make sure you 


real 


get the most talented girl for 
assignment. 


There to Work 


4. Conduct: Models are generally 
on their good behavior at all times. 
They know they are constantly being 
watched and are trained to be par 
ticukarly decorous. As an exhibitor, 
don’t detract from their work. 
Don’t shower attention on models in 
your booth. They are working girls, 
not dancing partners. When the man 
in charge of an exhibit spends too 
much time with the models, he loses 
the value of the models in their rela- 
with customers and prospects. 
It also breaks down morale of other 
booth personnel. Professional models 
will not date booth personnel, will 
not go out with customers or pros 
pects and prefer not to go to dinne: 
with the boss. An exhibitor is un- 
wise if he tries to change these rules 
of conduct. Good models are not 
hired from reputable agencies as 
ifter-hours companions. 


5. Cost: Don’t shop for bargains 
in models. Difference in cost per day 
or week for a talented professional 
model is relatively small compared to 
just any girl. A professional model 
is trained in make-up, dress, grace, 
deportment, conversation and other 
attributes of a gracious _ hostess. 
Would you want something less to 
be associated with 
name ? 


you 


tions 


your company’s 


6. Adaptability: A model should 
match your product. If your product 
is particularly technical, make 
the girl looks intelligent. Good agen- 
cies can supply girls of every descrip 
tion so that the right one to match 
your product or sales story can be 
obtained. 


sure 


Be Considerate 


7. Hours: Models work harder at 
trade shows than any other personnel. 
They are hired for six or eight hours 
and work steadily. Few companies 
require their salesmen to man a booth 
more than four hours at a stretch. 
Therefore, exhibitors should be con 
siderate in providing rest periods for 
models but, at the same time, not be 
over-lenient, Insist, for example, that 
models never visit other booths 
during the show. (Some girls like to 
gather product samples during rest 
periods, ) 

Models like to work at trade 
shows. They enjoy associating with 
business executives as a break from 
staring at a camera lens under hot 


youl 
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eH. 


Mgt ®t wee 


SHORT SKIRTS ARE TABOO at industrial shows, professional models say. But at con- 
sumer or dealer shows, they really pull booth traffic. Peggy Ramsdale, co-author, is at right. 


CONSERVATIVE CLOTHES ARE BEST at industrial shows. 
audience participation game for Shell Oil. 


\lode ls 


show s are 


who work 
usually sales-pro 
They can pick up 
product story quickly and it is a 
good idea to your story with 
them before the 

Fron * protessional mod 
els know how to handle 
out hard 


rassinent to a 


lights tor hours. 
at trade 
motion minded. 
youl 
cover 
show opens. 
experience 
wolves uw“ th 
embar 


ausing teelings o1 


prospect or customer 


They can turn down dinnet 
and date 
with tact. 
that 
shows To! 

than at 
where agg 
problem. H 
dustry 
Most protessional models can 
pitch a mile 
comp! cations 


ustomers of the 


invita 

gracefully 
know, tor in 
thicker at 


disti butors 


tions 
and 

wolves ire 
dealers and 
ndustrial 
males are 
the esi 


leson ¢ the 


Stance 
large e\ positions 
essive seldom a 
ghe1 helon in in 
wolves 
detect 
and 


ally 


ompany be 


less troub 


a date awa\ can 


avoid espe with 


good 
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Jence Lowry, supervises an 


Nobody operates games better than models. 


tore they begin. 

Because the public press calls every 
attractive girl a model, 
when it’s a shapely 
the 
sometimes targets 
omplimentary remarks 
That's why 
thei 


ve exhibiting 


espec ially 
miss in 
professional 


with law, 


models are 


scrape 
tor un 
from small 
brains. models are 


conscious Of role as representa 
tives of tl 
the average employe. 

Models can do much to add 
triendliness and graciousness to 
booth. They can be excellent 
booth visitors, 
to the right 
feeling of 
to your exhibit, 

Select the right 
right girl and 
working, most 
tainly 


can pu 


company than 
harm 
vou! 
hos 
tesses for youl can di 
rect salesmen 
warmth 


prospec ts 
and can create a 
and sincerity 
the 


hardest 


choose 
hire the 
interested 
attractive 
an exhibit booth. 


agency 
you 
and cel 
most 


employe you 


tin 


some 


more 


the 
Sales meeting 
they'll never forget 
in BRANIFF 
Latin America! 


For the most memorable meeting in 
your company’s history, add a touch 
of the tropics! It'll be “terrifico”, 
whether you fly to Havana, Panama, 
Lima, Buenos Aires—or go all out to 
Rio! It’s just as simple as holding it 
at home base, too. Our Convention 
Bureau will handle all travel details 
And don’t forget to check on our 
pre-convention and post-convention 
tours to South America. There’s a 
handy coupon for you to use below 


B vw, MINE APY 
uv 
= 


at your service: 
141 offices 

in strategic cities 
throughout 

the western 
hemisphere 


‘ey 
MONTEViOE 
BUENOS ARES @* 


1 


INTERNATIONAL AIRWAYS 


Convention Bureau 
Braniff International Airways 
Love Field, Dallas, Texas 


Gentlemen: 


Please have your representative contact us 
to discuss our coming sales meeting 


Name Title 
Organization 
Address 


City State 


ooo 


anunvannadnnmnireannaail 


1§ 


A 


MEETING OPENED when a drum maje> burst r ght through the simulated TV screen. 


When It Has to Be Good or Else 


The Kawneer Co. needed the razzle-dazzle of Notre Dame's 
band and a host of other well-timed theatrics to make its 


sales meeting just right. A lot was riding on this first gen- 


eral meeting in 40 years. Morale needed a smash success. 


BY FRANK J. SMITH 


Manager, Sales Development, The Kawneer Co. 


\ll the Impact of 4 di nN mayo 
bursting through aA rootmrsize tele 
ision screen to the rousing musi 
of the Notre Dame University band 
broke upon the audience as the cur 

| 

1953 general 
sales meeting of The Kawneer Co., 


Niles, Mich. Marching 


meeting oom in full 


tain rang up on the 


into the 
regalia and 
sending forth thunderous sounds of 
Notre Dame's 


stirring pace of the 


football stadium music 
band set the 
three-day sales conclave that had to 
be vood., 

lhe Kawneer sales organization 
first, from the 
standpoint of initial effort. For the 
first time in many 
district and 


sales executives 


needed a success 


years salesmen, 
managers and 
from the United 
States and Canada—nearly 100 men 
were brought together under one 


division 


oot kach group had met in vearly 


16 


nes betore but not Tor 
had thet 


Kor this meeting 


Veats 
neided 
were brought 


meeting times ¢ 
all groups 
together hear the 
same company story a vd ‘e the sales 
organization working one unit. 
With an awareness that this meeting 
was extremely important in company 
history the planning ommittee knew 
it had to be good, 
Lhe othe 
this meeting was mo: al 
art of the Korean War 
salesn en had been hit time atter time 
with the kinds of blows that seri 
ously iffect any 


reason tf success af 
i'rom the 


Nawneetl 


vanization. 
he war itself caused a 

Kawneer doors 
Dealers 
ealized anything approaching an ac 


ders on all alumin mM 
ind store front material. 
tive war would cut into their source 
of supply. So a wealth of orders be 


gan that lasted tor nearly a vear and 


a halt. Durin 


battled to cut 


y this year and a half, 
Kawneer down the 
backlog but alwavs fell slightly he 
hind Ssery ice 


complaints, many un 


justined piled higher in the sales 


men’s hair. “Then, came controls. 
Controls did one thing at least. 
‘| he pro ided a 
to eliminate all orders without 
Thev cut down the back 


by the process ot ertus 


common denomin 1 


an orders without priority. 


\s the Korean War continued 
ted States was able 

. finishing sources l 
num became ava lable. \s a 
Kawnes mce again stepped p its 
production and asked for additional 
selling effort from its salesmen. Kaw 
nee nventory was built to a point 
is high as at any other time. Con 


ty? t 


Struction act 


tivities renewed and the 

ompan looked ahead to the best veat 
ts historv. 
six months before the sales 

i strike ended this activity. 
vending labor troubles loomed 
ind larget most of the nven 
warehouses 
Manufa 
uring Was stepped up in other Kaw 
nee plants at Berkeley and Los An 
Calif., and at Lexington, Ky. 
But labor trouble meant delayed ship 
multiplied errors 


tory was shipped to 


througho t the country. 


geles 


ments rerouting, 
‘To the individual sales- 
complaints, 
calls and manutacturing er- 


in shipments. 
man t 
trouble 


meant service 
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SiO: 


me sorprtions 
were offered a 
the v betore and 
from ‘rious ofmerings 
Kawneer Dealers and 
neer Doors” to the amusing 
“Bernie’s Kosher Delicatessen” from 
the Minneapol s sales manager. And 


( Was a Vidic il 


Deliv 


Berte Kaw 


Timing 


>to success In the meeting was 
Most COMMON ripe 

| ve audience 
s that 


nd on. 


from a 
and a just one, too 
meetings hang on and on 
A meeting scheduled to be 
at 9:00 AM gets started around 
<U minutes after. If it is s ipposed 
to end at 5:00, the men are lucky 

get back to thei betore 

5 The Kawnee 


ccedent ot anothe: 


rooms 
meeting‘ set a 
kind; it ended 
When there was 


nothing more P no one 


10 minutes early. 


tried to 
S it. end otf the day 
ne, it i - end of the 
(j;00d 


CasoOlls,. 


dav. 
ichieved for ses 
First were ehearsals. 
vone taking an active j 
the President “i 
Plym to the foreman who portrayed 
a Swan was scheduled and equ red 


to rehearse. 


meeting trom 


Rehearsals covered every 
type of presentation skits speeches 
hart and visual-cast presentations 


trans tional 


Next eason Was use of 


dl Muisie, It a 


or 


g peake r wasnt 
1] 


ible to wind up his presentation in 


me illoted fo hin rItISKE boomed 


t ver the . ° nd the man 
ddenlh \ talk neg only 
h mselt FF prevent kickbacks 

h Speake s warned of t e lim 


ts and wha night happen t he did 
over. 
\nother big facto 
a Stage 
n peopl 
whether alking 0 in 


to keep the show on the ro 


tain would come down and 
Most repeated comment 
he first day " 


not only 


erned 


gy out on 


brief description of the 


Iipt to show how devices 
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DEALERS AND TRAINEES ARE TAUGHT benefits of Kawneer material—with buttons. 


Shot from the slingshot, they emphasize 


FLAT PIECES OF STIFF BOARD done in perspective served as sets. 


that ‘benefits help button up a sale.” 


For example, 


a line drawing of a desk was made, then cut out and nailed to a four-legged table. 


* ~NFORMA TION 
PLEASE 


QUIZ SHOWS based on TV 


Please’ panei 


As the Not ad 
Dame band marched from the room, 
a back stave picked up 


the commenta explaining some 


for timing were used: 


announcer 
extending 

welcome ot P Hesburgh of 
Notre Dame. Using the 


or a commentator at 


about the band and 
esident 
technique 
1 politic al con 
vention, he led into a telecast di 
Kawneer’'s 
Lawrence LP Plym. When 
the curtain went up Mr. Plym and 
his se 


rectly from the office of 
president 
retar\ 


were sitting in a= set 


that simulated the actual ofhce. He 


counterparts 


The men are all set to answer questions about the new Zourite 


were held. This is the 


"Information 


colors. 


Was dictating a 
speech he 


rough dratt of the 
would pive at the coming 
sales meeting, ‘This technique led 
directly to his opening speech. Henry 
W. Zimmer, executive vice-president, 
then came on Stave and the two talked 
about the past year and the outlook 
tor 1953. It was all natural. 

As the ofhce scene faded out, the 
announcer came back in typical tele 
stvle to announce that the 
program had been interrupted for a 


David S. Mil 
architectural 


vision 


special announcement. 
ler, vice president for 
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"See what I mean about Sheraton pitching in for a convention manager?” 


We can’t promise to make your convention auto- 
matically successful. But we'll give you the warmest 


wihesine tlt talks eay detelin oll cosa taal Su ERATON 


Convention managers find they get more for their 
money when they come to Sheraton — with its com- (9) HOTELS 
plete facilities in 22 American and Canadian cities 
’ IN THE U.S.A 
And in every Sheraton, you'll find a fully trained, b Nast 
experienced staff ready to help your meeting go the 
way you want it to — like clockwork. 


LIKE TO KNOW MORE? Then send for the free booklet, nel we CANADA 
“Facilities offered by Sheraton Hotels.’ Write: Sales Dept., at ms p ameeselh ate ) 
Sheraton Corp. of America, One Court Street, Boston 8, Mass 


‘> GET MORE DONE... 
(/ HAVE MORE FUN 


For Your Next Sales Meeting or Convention — 


“-* NASSAU 


BAHAMAS 


Modern hotels with experienced EASY TO REACH! 
staffs and accommodations for BY AIR: 


, ’ et 50 minutes from Miami 
group meetings...delightful year- ci sate Resetn Shans aah 


BY SHIP: 


Overnight from Miami 
Serene atmosphere, free of big-city Weekly sailings from 


hubbub...shopping for fine British — ew York via SS Nassau 


> . Convenient connections 
and European goods. , 
P & from entire U.S. & Canada 


Available dates: April 1,1953 thru January 10, 1954. 
For further information write: 


THE DEVELOPMENT BOARD Nassau in the Bahamas 


A Department of the Bahamas Government 


round temperature (average 76.6°). 


U.S.A.—1633. 34 duPont Bldg., Miami 32, Fla.; 308 British Empire 

Bldg., 620 Fifth Avenue, New York 20, N. Y.; 1214 Gulf States 

Bldg., Dallas 1, Texas; 1210 Palmolive Bldg., Chicago 11, Ill. 

Canada—407 Victory Bldg., Toronto, Ont. Bahamas—Bay Street, 
Nassau. Cable Address: DEVBOARD 


NO PASSPORTS REQUIRED FOR U. S. CITIZENS 


sales, had just landed at the South 
Bend airport and driven to the Mor- 
ris Inn. He was entering the build- 
ing and the 1953 general sales meet- 
ing., Miller took his cue from the 
innouncer and entered the room wear- 
ing hat and coat. He was followed 
by two bellhops carrying suitcases 
and briefcases. When he got to the 
podium, he tipped the bell boys, took 
off his coat and started to speak. 

Miller set the over-all theme of 
the meeting: “BKD—in ’53; Sell 
‘em, then help them sell” . . . Be, 
Know, and Do as a Kawneer sales- 
man in the year 1953. So, the 
meeting was naturally divided into 
three sections to illustrate what a 
salesman must Be, must Know, and 
must Do to sell ’em (Kawneer deal- 
ers) and then help them sell (to 
consumers ). 


Dramatization 


Wherever possible, events to fill 
these three sections were moved out 
of the ordinary and dramatized. A 
new product wasn't held up and an- 
nounced as a new product. It was 
dressed up, polished and presented. 

Kawneer makes an aluminum fac- 
ing material called Zourite. “The line 
was extended this year in color and, 
for the first time in the history of 
any architectural metal company, a 
facing material became available in 
six colors in a baked porcelain enamel 
finish. ‘lo impress the event upon 
salesmen, a style show was presented 
with all the effects of a fashion show 
introducing new seasonal clothes. 
Models dressed in flowing white eve- 
ning gowns were introduced and 
walked across the stage with each 
new color. Background music, spot- 
lights and a running commentary by 
a local actress added to the presen- 
tation. Each piece of Zourite was 
placed among folds of black and 
white satin. One color accent was 
a single glove matching the color 
of the Zourite piece. 

The drier the topic under dis- 
cussion, the more serious the attempt 
to dramatize it. A salesman wasn’t 
told how to organize his time or his 
territory; he was invited to watch a 
skit showing how another salesman 
does it. When the script called for 
a housewife or a secretary, a girl 
from the home office at Niles was 
brought into the sales meeting and 
asked to take part. Nearly 30 people 
outside the sales department figured 
in the meeting's success. 

Most of the meeting’s impact was 
delivered on the first day. All new 
products were introduced, and any 
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new policy changes announced. Sec-| JACK FRYE, 5 President of General Aniline and Film Corp. 


ond day was a tollow-through to clear 
ip any questions and rehash what had 
been seen or heard. But this portion : HERE'S WHY IT PAYS 
action. It wasn't a dull ex- 4 sj voy te Serane Tee 
change of questions and answers, but ATONE, . 
several quiz shows based on TV coun 
terparts, such as Twenty Questions 
and Beat the Clock. 
‘The leave-em-on-the-ropes spot on 
Saturday morning was given, quite 
naturally, to the Advertising Depart 
ment. A whole new concept of Kaw 
neer advertising was presented to 
salesmen using simple, straightfor 
ward techniques. Where a lot of 
other information had been bally: 


hooed and exaggerated, the new pro THAT NEW ANSCO COLOR FILM IS 
gram was played down tor greate1 AN “OSCAR,” JACK. CAN'T WE 
continuity and understanding. Sales SPEED UP SHIPMENT THROUGH 
men ate it up. AIRFREIGHT? 

Setting for the entire meeting was = 
plushy. Sessions were held in Notre 
Dame’s new two-million-dollar Mon 
ris Inn with its thick carpets, paneled 
walls and cushioned chairs. Props 
were the result of intensive planning Sr ~\ 
and imagination if not heavy outlays a ll SAY WE CAN! 
of cash. The set, including the TV a a THAT'S OUR ANSWER. 
set front piece, stage, backdrop and 
lighting, was built professionally for 
approximately $1,500. Props for the 
settings were built by our Art De- 
partment at a cost of less than S100. 


YES, MR. FRYE, THE TIGERS CAN CUT YOUR 
DELIVERY SCHEDULE — EASILY! 


Formerly it took 12 days to ship film from So! called in the Flying Tiger representative 
the eastern film producers to Hollywood and arranged for a trial shipment 


Cost 


THOSE TIGERS ARE THE TICKET, JACK! 
; LET'S KEEP THAT FILM FLYING 
Total cost to produce the meeting ~ . — AIRFREIGHT FROM NOW ON. 
was somewhere under $8,000. This —> : : 


includes the stage, props, Kawneer 
products used in the meeting, slides, 
films, photographs taken during ses 


promotion, 

single item of cost was the . 
slides were next biggest cost. phe THERE GOES OUR 

It will be difhcult to pin down FILM, MR. FRYE. 
tangible results from the 1953 gen ‘ 
eral sales meeting. If dollar volume HOLLYWOOD CAN START 
jumps a certain percent this year, no tS SHOOTING THURSDAY. 
one will be able to pin it down to a a! 


meeting. If more store fronts ot 
Our trial shipment vio the T gers beat ox 


Cross-country speed, low rates, and preferred 
old schedule by a full working week! 


doors are sold than ever betore, there handling have kept us sold solid on the Tigers 


will be no direct correlation to the 
three days spent at the Morris Inn. | 
But there were intangibles. There \ 
was an enthusiasm not present three : ‘ \ 4, Write for free illustrated folder 

a i MAIN ROUTE eee y ~ 
days before. There was, above all, describing Flying Tigers’ unique 


& feclinn~~en Thawe Billee descriied eS 


; AIK NG Advance Manifest System. 
it—simply a feeling. He pretty much a: KB 


left it at that. \ feeling . . . and 
each salesman could fill in the rest 
as it applied to himself. Of unity... 
of aggressiveness .. . of good fellow 
ship... of reaffirmation ... of sat 
isfaction . . . of hopefulness. But 
above all, there was a feeling of 
pride to be a member of the sales 


organization of The Kawneer Co. OFFICES IM PRINCIPAL CITIES + GENERAL OFFICES: LOCKHEED AIR TERMINAL, BURBANK 8 CALIFORNIA + CABLE. FLYTIGER 
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How Do You Know Who's at the Show ? 


There are two basic ways to check the audience at a trade 


show: audit of attendance and audience reaction study, No 


matter which you consider best, you should know how they 


compare and differ, what their aims are and what is involved. 


BY JOHN T. FOSDICK ©« Research Editor 


We are asked frequently: ‘““What 
is the difference between an audit of 
attendance and an audience reaction 
survey?” Are these two operations 
the same thing under different termi 
nology? Are they competitive or sup 
‘ plementary? Would you ever do both 
at the same show, or is it a question 
of selecting one or the other ? 

Perhaps it is natural that these 
questions should be directed my wav 
he ause John 5 ¥ Fosdick Assoc iates 
conducted the first audit of a national 
exposition, has made several private 
audits and has conducted more than 
two dozen audience reaction studies. 

Let’s examine this whole important 
question, beginning with the objec 
tives of each type of operation, 


What is an Audit 


What is an audit of attendance? 
‘To answer this question let us first 
ask what an attendance audit is sup- 
posed to do, and more importantly, 
why it has come more and more to 
the public eye. Proponents of audit- 
ing advance several objectives. These 
include: 


1. Honesty: To assure more hon 
est reporting and to eliminate or at 
least make known the small minority 
of dishonest attendance reports. 


2. Comparison: Not to challenge 
the honesty of any show manager’s 
reporting, but to assure that each 
show manager collects and_ reports 
answers to the same questions about 
his show attendance, thus making it 
possible to compare attendance re- 
ports of various shows and show 
managers. 


3. Details: “Io make available more 
detailed information about the nature 
of attendance of any given show, 


without necessary emphasis on com- 
parability. 


Best way to study these objectives 
is to review the history of circulation 
audits of magazines and other printed 
media. In the beginning, the buyer 
of advertising space had no idea of 
what he was getting foi his money, 
and early audits were intended more 
to set standards and to eliminate, o1 
at least point out, dishonest publish 
As more and more 
publications were audited, questions 
of honesty faded into the background, 
and focus was turned upon more de 
tailed information, plus standardiza- 
tion of information so that reports of 
many publications could be compared 
and used 


tific selection of media. 


ers’ statements. 


as a basis for more scien 


While I would be the last to say 
that every demand upon a specific 
show manager for an audit was an 
indirect interence that his attendance 
figures are dishonest, when you talk 
with association officials, and others 
primarily concerned with exhibit prac- 
tices, the question of honesty and 
standardization of attendance report- 
most frequently mentioned. 
It is my opinion that present agitation 
for trade show attendance auditing is 
first concerned with the problem of 
honesty and standardization, and sec 
ondly with comparability of atten- 
dance figures. (History should repeat 
itself as 
audits. ) 


ing are 


n the case of publication 
In fact, with only a few 
audits being made each year, the 
question of comparability of figures is 
more or less academic, since there are 
not enough shows in related fields 
that publish any detailed, audited 


figures. 


Thus it is safe to say that much of 
the present concern over auditing is 
aimed not at the majority of reputable 
show managers, but at the minority 


oft show Managers who report noth 
misleading figures on 
their attendance, The hope seems to 
be that 


ng Or only 


outstanding show 
managers will ask for audits of thei: 
shows, and by this example—and by 
an ever increasing number of inde 


honest, 


pendent audits—their less conscien 
cious brothers will be forced into 
auditing their shows to stay in busi 
ness—an occurrence that will force 
them to clean house and stop some of 
their past practices. 

If these assumptions are correct, 
here is the answer to the question, 
“What is a show attendance audit?” 

1. An audit is an accounting oper 
ation. It is a verification of attend 
ance figures prepared by show man 
agement. As a first requisite, show 
management must provide for regis 
tration of all visitors so that an an 
alysis may be prepared for auditing. 
The audit is concerned then with the 
accuracy of previously compiled at 
tendance figures. 

2. Audits are concerned with the 
entire attendance at a show. If a 
show has 5,000 visitors, the audit is 
concerned with these 5,000 individ 
uals. If, however, the show has 
50,000 visitors, all 50,000 must be 
registered and analyzed, 
the work tenfold. 

3. Audits, finally, by their nature 
are limited to analysis and verifica 
tion of information that can be se 
cured by a visitor’s registration card. 
This usually is limited to title o1 
position of the visitor, his business 


increasing 


profession or industry, his place of 
business, and professional Status (as 
sociation membership). To ask for 
more information you delay registra- 
tion and to so antagonize show vis- 


itors vou do more harm than good. 


Cooperation 


As outlined in the preceding para 
graphs, an audit follows preparation 
of an attendance analysis. Usually the 
auditing organization, o1 
exhibitors interested in the specific 
show to be audited, will consult with 
show management to help plan the 
registration card so that required in 
formation will be available. Such 
cooperation also assures comparability 
with attendance analyses and audits 
of other related shows. 

Next step in conducting an audit 
is not universally agreed upon. This 
is supervision, control and collection 


groups ot 
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Kodak announces... 


3 brilliant new Pageant models 
...and a heavy-duty silent pro- 
jector for critical movie analysis 


The Pageant is the projector that has revolu 
tionized 16mm. sound projection... the first 
compact projector with the optical and tonal 
excellence of full-scale 16mm. equipment... 
the first to offer permanent prelubrication—an 
exclusive 16mm. feature that eliminates com- 
pletely the chief causes of projector breakdowns! 

At just $400, the Pageant is still the economi- 
cal top-choice projector for average 1L6mm. 
sound-and-silent projection. But now from 
Kodak have come four more projectors—each 
“tailor-made” to meet a particular 16mm. pro- 
jection requirement. See your Kodak Audio- 
Visual Dealer about a demonstrasion—or use 


the check slip below for further information, 


NEW Kodascope Pageant Sound 
Projector, Model AV-O71, with 
Pius-40 Shutter A super-brilliant 
version of the standard Pageant, 
it incorporates an extremely ef- 
ficient two-bladed shutter which 
provides vastly increased illumjna- 
tion—more than 40% greater than 
the sound-and-silent projector 
Ideal tor projection under difficult 
conditions in hard-to-darken 
rooms, in halls or auditoriums . 
wherever extra image brilliance, 
long screen “throws,” or unusually 
large picture areas are required 
$400. Sound prosection only. 


NEW Kodascope Pageant Sound 
Projector, Model AV-151, with 15- 
watt amplifier Features an extreme- 
ly high-fidelity amplifier, the extra 
capacity of the 12-inch Kodak 
De Luxe Speaker, and provision 
for the finest sound fidelity ob- 
tainable with a 16mm. portable 
projector. Ample power output 
and speaker capacity for auditori 
um projection plus separate 
bass, treble, and fidelity controls 
for unmatched sound quality in 
cramped quarters as well as in 
Spacious auditoriums. $430 
Sound-and-silent projection. 


NEW Kodascope Pageant Sound 
Projector, Model AV-1S51E, with 
Pius-40 Shutter and 15-wat?t am- 
plier Combines increased light 
output produced by Kodak's Plus 
40 Shutter with the precise tone 
and volume features of the Model 
AV-1L$1. No other portable pro- 
jector gives you such brilliant 
screening —even on long throws— 
plus such excellent tonal quality 
at all volume levels. The Pageant, 
Model AV-iSILE, is capable of 
meeting every 16mm. requirement 
short of a theater-type installation 
$530. Sound projection only. 


NEW Kodascope Analys? Projector 
Heavy-duty silent projector de 
signed to meet the critical require 
ments of L6mm. motion-picture 
analysis... ideal for such fields as 
time-and-motion study and sports 
analysis. Features a heavy-duty re 
versing mechanism operated from 
a remote-control switch oa a § 
foot cord. Separate motor drives 
blower at constant speed, per 
mitting repeated, imstantaneous re 
versals without film or projector 
damage. With Daylight Proje« 
tion Viewer, for desk-top movie 
study, $295. Silent projection only 


Prices subject to change without notice 


EASTMAN KODAK COMPANY, Rochester 4, N. Y. 


Please send name of nearest Kodak Audio-Visual Dealer. Complete infor- 
ation on equip ¢ checked: | Standard Pageant Pageant Model 
AV-0O71 Pageant Model AV-151 Pageant Model AV-ISIE y 
Kodascope Analyst Kodak Multi-Speaker Unit F 


For top sound coverage in acoustically 
difficult locations, you can step up volume 
without distortion with the inexpensive 
Kodak Multi-Speaker Unit... 3 addi- 
tional speakers in matching case. Simply 
plug into any Pageant. 


MOTION-PICTURE PROJECTORS STREET 


for every audio-visual need city 


NAME POSITION 


COMPANY 


of registration cards trom 
Some feel that the first auditing step 


does 


visitors. 
not the show 
has closed, and the original attendance 
analysis Others 
feel it is necessary to make provision 
for some other control 
of registration cards at the time they 
are first presented at the door—with 
possession or control being clearly in 
the hands of To evaluate 
these positions, consider pring ipal ob 


come until alter 


has been prepared, 


( olle« tion or 


aud tors. 


jectives of attendance auditing, pre 
viously discussed. 


lf we are now ina pioneering stage 


— 


FipERGLAS. 


CxXNHIBIT BY PRODUCT PRESENTATION, INC, 


Merchandise Exhibits 
Moved 
Reliably / 


in which one of the principal objec- 
tives is elimination or discovery of 
attendance reporting prac- 
tices, we must choose the school that 
tavors policing or control of registra- 
tion. A simple, if exaggerated exam- 
ple, will make the reason clear: 


dishonest 


Imagine a show with an attendance 
ot 15.000 which 3,000 
Imagine that students 
little or no value to ex- 
hibitors, and further that the average 
exhibitor would want to know the 
proportion of students attending as it 
nfluences his policies with regard to 


visitors, of 
were students. 
were ot 


Door-to-door delivery on time! Less crating! 
Less handling! That's the economical, effi- 
cient way to ship your exhibits to trade 
shows, conventions, sales meetings! Get the 
facts. Write today for Free booklet, ‘How 
to Move Trade Show Exhibits.” 


Superior service available, too, for moving house- 
hold goods of transferred personnel, office and 
plant equipment. Get cost-saving estimate from 
focal agent. No obligation. 


Contact Display and Exhibit Department 


NORTH AMERICAN VAN LINES, INC. 


Dept. sM20, Ft. Wayne, Indiana 


distributing product literature. With 
no control over original registration 
cards, management of this show might 
well to eliminate the 3,000 
students, reporting a total attendance 
of 12,000, all with important  busi- 
ness connections. Although show man- 
agement has in no way inflated its 
attendance figures, or falsified the 
number of employed individuals visit- 
ing the show, its final attendance fig- 
ures are none-the-less misleading and 
can result in exhibitors making de- 
cisions they might not make if they 
had the true picture. 

Or, we might have a situation 
where show management was actually 
dishonest, and where the 3,000 stu- 
dents were replaced with 3,000 frau- 
dulent registration cards, all with im- 
portant titles and companies. In the 
latter case auditors might even have 
counted attendance at the door, yet 
there would be no way for the au- 
catch this substitution of 


( hoose 


ditors to 
( ards. 


Honesty 


If you do not believe that the prin- 
ipal problem is honesty of handling 
registration cards, of course, then the 
arguments above are of less impor- 
tance, and the auditing organization 
can begin its work weeks or even 
months after the show, limiting itself 
to examination of registration cards 
and attendance analysis supplied by 
show management. 

Many supporters of this point of 
view state that magazine circulation 
audits are performed months after 
receipt of the subscriptions being au- 
dited. However, there is one major 
difference that goes to the heart of 
the matter. With publication audits, 
there exists a set of addressed stencils, 
a circulation tape run from these 
stencils and a receipted postage bill 
that determines without argument the 
count of audience. No such starting 
point exists with most shows—there 
is no independent, validated count 
comparable to the postage receipt. 
The auditor must then determine 
how many people attended, before he 
can begin to consider who they were. 

Obviously, the first advantage of 
a show audit is that it provides a 
reliable, acceptable analysis of show 
attendance, reported by an independ- 
ent organization outside the influence 
of show management. The audit cov- 
ers certain standard categories of in- 
formation that allow for comparison, 
not only with other show audits, but 
with magazine audit statements and 
other validated media reports. This 
is most important and valuable if it 
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is a true audit that takes into account 
the differences in auditing show at- 
tendance vs. magazine circulation. 
Disadvantages 


Disadvantages may be summarized 
as follows: 

1. Is the audit a true’ audit, ot 
has it been done by a method that 
leaves loopholes for the dishonest or 
unethical? Does the audit assume re 
liability of 
cards, and 


registration methods and 
check a1 thmetic, 
or does it provide safeguards against 


merely 


tampering with registration cards? 
2. An audit is limited only to the 
standard data that may be included 
on a short registration card. There is 
no opportunity to secure information 
on buying power, motivation, or im- 
the show. This same disad 
exists with 


nact + 
pact OF 


printed media 


vantage 
audits, and is not se 


his additional in 


rious 


as long as 
f is understood. ‘| 
secured by 


formation can be survey 


the same as in the case of other media. 
3. The 


has no validated starting point such 


attendance audit, since it 


aS a postage receipt, indicating total 
audience, must be 

or another with all registration 
cards. Thus, cost is roughly propor 


concerned in one 


cost ot 


50,000 


size, and 
25,000, o1 


tional to audience 


auditing i show of 
or 100,000 rises sharply. This is not 
true to the same extent with a maga 
audit. 


ne o1 


newspape! 


Reaction Study 


An audience reaction study is in no 
with actual 


attendance of the show. It 


wav concerned 


¢ 


registra 
lon OF 
s not concerned with elim nating dis 
p irticularly in 
reporting practices. Its 
to obtain a statistically 


} 


honest reporting, or 
uring bad 
objectives are 
representative picture of some of the 
within pre 
Information 


audience characteristics 
dictable limits of error. 
sought includes the personal audience 
characteristics such as title or posi 
tion, business or profession, and place 
of business—just as in an attendance 
audit. In addition, a study 


includes among its objectives the se 


reaction 


curing of additional information of a 
qualitative rather than a quantitative 
nature. This covers answers to ques 
tions dealing with reasons for attend- 
ing, trequency ot attending, length of 
time spent at the show, types of equip 
ment or materials in which visitor is 
interested, and evidences of purchas 

activity and 

can also be obtained that helps 
trends of the indus 
try or field covered, particularly with 
relation to plant expansion programs, 


influence. Informa 


re\ eal economic 
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maintenance programs, etc. 

An audience reaction study is based 
upon statistical laws of sampling upon 
which lie ow actuarial 
tables and many other accepted ma 
thematical relationships. The study is 
through personal interviews 
with a representative sample of show 


nsurance 


made 

Visitors—interviews made during and 
on the floor of the show or exposi- 
Interviews number from 100 to 
150 at shows of less than 1,000 total 
1,000 at very 


tion. 


attendance to just ove 
large shows. 
Chief disadvantage of an audience 


reaction study lies principally in the 
length of interview and detail of in 
formation that can be secured. Inter- 
views must be kept below 10 minutes 
each. They can, however, always ob 
tain the same type of intormation as 
secured by an audit, so this shortcom 
ing is in the degree to which it can 


go beyond that in the fields of quali 
tative information. 


Principal advantage of a reaction 
study is that it may be conducted at 


any show without the prior require 


ment for attendance registration and 
analysis. This is a great cost saver. 


And your convention or trade 
show can be the biggest yet at 
the home of the world's largest 
State Fair! 


Air conditioned Auditorium seats 
4,301; six large modern exhibits 
buildings await your displays; 
parking area to accommodate 
12,000 automobiles. 


Just ten minutes from downtown 
fabulous Dallas! Serviced by 
nine major railroads, seven air- 
lines, scores of bus lines and a 
dozen major highways! 


Make Sales History 
with Your next Show at 


State Fair of Texas 


JAMES H. STEWART 
Executive Vice President and General Manager 


Dallas 10, Texas 


--Hold your next Sales Meeting . . . Preview Merchandise -; 
Showings .. . or Sales Incentive Prize Trips aboard 


THE QUEEN OF BERMUDA 
Sailing from New York — Baltimore or Norfolk to 
BERMUDA or HAVANA or NASSAU only 3 business days away 


@ Take over the whole Ship or Deck 
@ Ample meeting and Display Areas 
@ Keep your crowd together—no outside distractions 
@ All expense cruises from $125 (plus tax) up per person. 


Complete planning and promotional program offered without obligation 
For further information: Write, Wire, Cail 
UNITED STATES TRAVEL AGENCY, INC, 
(Not a Government Agency) 


America’s Foremost Convention Transportation Specialists 
JOHN E, SMITH, JR., Pres. 


Washington, D.¢ Office 807 15th Street, N.W New York Office 500 Fifth Avenue 
Phone—STerling 3-542( Phone PEnn 6-3018 


veoxy GRAPHICALLY 


speaking of 
SALES 
MEETINGS 


ir STREFT 


WALNI 


BROAD STREET 


Phere’s not a better pola e for the meetings 

of your sales organization than where 

Broad Street meets Walnut—at the 

Bellevue 

Phere’s transportation CONN errenet for 

vetting there and personal convenience 

when vou arrive . Lreatet than ever 

since our program of modernization has 

made the Bellevue a place with the 

finest in modern facilities and accommo- 

dations and the finest) in’ old-time 

hospitality and service. 

Meeting rooms are available for groups of 

any size... from 10 to 1000... Out-ol- 

town visitors to your gathering will enjoy 

the Bellevue’s superb accommodations 

and service, 

Falk it over with Miss Adele Downey , 

Call PE 5-0700. BROAD & WALNUT STREETS 
Bennett E. Tousley PHILADELPHIA 2. PA 


Viee President and General Manager 


\ second advantage of audience 
reaction studies is that costs are ap- 
proximately the same regardless of 


size of show or total attendance. Cost 


} 
] 


i reliable audience reaction study 


a five-day show with a total at- 


tendance of 50,000 is usually wit! 
S100 or so of the cost of a simila 
survey at a five-day show with onl 
5,000 visitors. 

Finally, since it is based upon san 
pling laws rather than analysis of all 
registrants, there is always the ques 
tion as to its comparative reliability. 
Most audience reaction surveys can 
be conducted so as to have a max 
mum error no greater than plus or 
minus 30—an error that at the mo 
ment is smallet than that currentl, 
allowed tor audits of either shows « 


pr nted med a. 
To Audit or to Survey 


Since my organization has pe 
formed both audits and surveys, and 
s continuing to do so, I have tried to 
point out fairly the objectives, meth 
ods advantages and d sadvantages ot 
both. There is no question that show 
management should provide additior 
al information on audience characte 
istics, and this is the trend 

Even show managers, who 
strongly and = publicly opposed — to 
audits, are publishing more and more 
detailed analvses of their attendance 
Both surveys and audits should cor 
tinue to grow in use and acceptance. 
They will as long as both those wh« 
demand them and those who use thet 
understand just what each attempts 
to measure, and how validly each 
plugs the loopholes so that it does 


report what it purports to measire 


Size Determines Cost 


ov the smaller show, with attend 
ance ot >,000) or less, the audit mai 
actually be less expensive, tor su ha 
show can be audited for around $500, 
The large show, with 20,000 to 50 
O00 attendance will probably find the 
cost of auditing, when coupled with 
ncreased registration costs, to be sey 
eral times the cost of an 1udience 
reaction study, but the rea fion | 
secures answers to more questions, 

Final determination of which to 
use will probably have to depend up 
on how soon there is full igreement 
on auditing methods and the prestige 
and acceptance value of such audit, 
contrasted with a more derailed, less 
expensive reaction study 
pendent organization of 
manager s own choice. 
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DO WE rtAve ~ ” 
~~“) cHIEF ELECTRICIAN? 
P AMOS 

* be 


j Ur 
j To 
(suncu 
meds! at KS oe HOTEL PEOPLE HAVE AN 
THERE'S ALWAYS A Tut xX ~ MG INE XHAUSTIBLE CAPACITY 
VAN FROM TEXAS ant FOR FOOD 


YOU'RE RIGHT IN THE MIDDLE of this piciure when you take on planning chores 


Mr. Meeting Planner, Meet Yourself 


ing itself up in one word-packed 


If you have ever arranged a meeting, you've lived this tale. The othe sehioal sii: Sit es 
that since a sales meeting is a gathe 

Guaranteed not to make you one mite brighter, this is sure ing of higher gods of space and ma 
ter, surroundings must necessaril\ 

to draw a few chuckles as you tred lightly through the mul- —_flect this lofty station. So a countr 

‘ " , ; P club is chosen, and the result some 

titudinous details that are heaped uponthe meeting planner. times is a three-day binge. Our case 
study will concern itself with a met 
ropol tan hotel. 


Every ‘sales meeting has props. 


BY DAVID M. KING These include every conceivable kind 


Copy Chief. Newsweek f word-bearing apparatus: slide films 
; movie reels (with or without sound) 


easel presentations with ollaps ble 
(!) easels, and posters often wo th 
of a spot on U.S. 6 regarding vis 
Phose annual monuments to vreat ly is not instructive. It teaches naught bility ‘There is the mechanized de 
sales, sales meetings probably ibout the science of sales sor . partment: play backs, Nn ropho: C's 
istirp more columns of editorial space Rathe these words are merel rit ameras, fans spotlights, ind so on. 
and exact more cerebration—with at ten to generate a flow of pel , ‘Then there are booklets and broch 
than perhaps ecollection among readers of their ires. And, inevitably, the gimmicl 
f the adver own adventures in convention wet an electrified whatizzit that light 


+ 


ig profession. nu yxy, But on the other hand i ind stuft 


] ; , 
All W I] agret that meeting nvthing ts learned ° ° good SO let Alwavs to be allowed tor are prod 
ichieve great and lasting goo | is set up a mythical sales clambake uct % contributing departments 
= : 
to br i ket ill SO-( alled danget spots whose preparations are made in 
} 6 


¢ 


I t 
tii s la 


ons to be avoided.’ . sccrecy. ‘This material quite often 
Now, first concern of management arrives late and you will be taced 
sually is where to hold it. R ght with the problem of where to stack it 
here, opinion is divided. One school until used, More of that later 
swears by the metropolitan hotel. ‘There will be the man from ‘| 
no denying the benefit > de This plan has much to commend it. He is the salesman who blows in 
rived. The affair is neat and tidy and fu smelling of heather and bourbo: 


However n 9 thermore has the advantage of button embraces all the secretaries 
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routine, makes wisecracks about the 
poor slaves in their shirt-sleeves who 
are trying to assemble the show . 
and he hauls the big shot over into 
the corner to discuss some particular 
dealer who should have an extra car- 
load. There should be a law to keep 
these characters off the premises until 
the meeting is under way. 

‘Two days before the meeting you 
will have visited and phoned the hotel 
at least eight times ostensibly with a 
view toward This 
practice is good for, at the outside 


4s ” 
getting set. 


three meals for which recompense is 


torthcoming. You have succeeded not 
only in finding the banquet manager’s 
office with fair ease, but can also re- 
member his name. This will be Louis. 
By the same token, you can find the 
meeting room, Somehow these con 
claves always seem to convene in an 
itmosphere of ancient French royalty 
ind Italian marble. 

You discuss seating arrangements 
with the B.M. These are set by pow- 
ers higher than thee, so don’t trv any 
pet ideas. Remember, as you lay down 
the law, that certain areas definitely 
are to be “chaired.”’ This is a defense 


HOTEL 


HOLLENDEN 


CLEVELAND 


THE RIGHT COMBINATION FOR THE WORLD'S 
BEST CONVENTIONS! 


LOCATION... 


Centrally situated in “the best location in the 
nation”, The Hollenden is a one minute walk 
from Public Auditorium. 


ROOMS... 


1000 modern guest rooms and suites, large and 
comfortable. Each has a private bath and radio. 
Some have television sets. 


RESTAURANTS AND BARS... 


Six rooms for eating and relaxation, including 
the famous Vogue Room. 


‘CONVENTION FACILITIES... 


Conveniently located on one floor, designed for 


ROBERT P. JOYCE 
GENERAL MANAGER 


meetings, banquets, receptions, exhibits, and gen- 
eral assembly. Complete convention equipment. 


CONVENTION STAFF... 


Well-trained personnel assigned to convention 
groups. Key member to offer personalized service 
and coordinate details. 


THE ONLY DOWNTOWN HOTEL 
OPERATING ITS OWN ATTACHED GARAGE 


HOTEL HOLLENDEN 


CLEVELAND, OHIO 


JOHN F. NOLAN 
SALES MANAGER 


mechanism against earthquakes when 
so-and-so finds no seat by the south- 
west corner of the fireplace. ‘Sat 
there for years, dammit—don’t see 
why I should have to change!” 

Checking on matters electrical 
omes next. Chief electrician, sum- 
moned by Louis, will stroke his chin 
dubiously at your list of high-powered 
props and guess his fuses will take the 
load. You must make a mental note 
to see that he ultimately gets some 
cigars, and then ask him to put a spot 
up there. 

Since plans call for a showing of 
motion pictures, the room must be 
darkened. This is easy, savs the B.M. 
pointing to the huge drapes flanking 
the six 14-foot windows. But you 
discover the pull rope jams two-thirds 
of the way across, leaving a gash of 
light. Only solution being safety pins, 
you take that obligation upon yout 
self and make another mental note to 
raid your wite’s sewing box. 

You repeatedly assure hotel man 
agement that your  organization’s 
events schedule does not call for the 
ise of the piano—that this is a seri 
ous business meeting and that there 
His face 
lights up in relief and gratitude, but 
just to make sure, he checks to see 
that the piano is thoroughly locked. 

There will be one hitch; the meet- 
ng room cannot be set in order the 
night before as Mrs. Addison Barry- 
Entwhistle is having a_ reception. 
Hotel officials assure you, however, 
that everything will be in place by 9 
AM and send up your stuff—they’ll 


would be no time etc., etc. 


store it safely. 


M-Day 


You must arrive at the hotel quite 
early in the morning of M-Day. You 
will find the meeting room echoes 
with emptiness, huge drapes hang 
heavy and lifeless, and traces of fem 
inine perfume and fragrance haunt 
the still air. You sweep the room 
with your glance picturing the orderly 
hubbub of —My God! It’s due to be- 
gin in less than an hour and a half! 
So you plunge to the basement and 
promptly get lost. 

After questioning six people of 
varying nationalities and powers of 
understanding in your search for the 
“boss,” you learn that he is out hav- 
ing breakfast. In case you consider 
this a reasonable state of affairs, a bit 
of enlightenment is in order. 

There are two outstanding mani- 
festations of genus Homo (Hotel) 
Sapiens. (1) His mole-like ability to 
disappear in endless warrens of a 
hotel’s interior, and (2) his apparent 
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ly inexhaustible capacity for food and 
endless hours spent in consuming it. 
To put this in sin ple language, he is 
there when you want him, and 
no one knows where he is 


never 


He starts going to lunch about halt 
and his period 


about 


luncheon 
until 


which 


past nine 


doesn t end 
halt 
course, he has to start going to din 
ner. Result is that no matter 
wa\ 


ome to an 
past three, at time, of 
which 
you turn, some important mem 
ber of the hotel staft 
or has completely disappeared beyond 
the reach of any possible call system. 
This characteristic is common among 
chief porters and hotel electricians. A 
th d party also missing when needed 
s the guy who will “please bring in 


But to 


s either at lunch 


some ash trays.” continue, 


The “boss” finally hoves into view 
stuff is 


ace and as soon as his men come on 


and says yes, all you in one 


duty will send it up. Relieved, you 
find your way up to the meeting roon 


to sweat if out. 


Electrician? 


vou HLTA 
takes 


forgot to 


0) iddenly 
mick that 


iten you 


S00) the one 


watts 
mention to the 
hiet electriican. So you fling vourself 

the hall phone and ask to be con 
nected. “Do we have a chief 
asks the operator, 


assure her n 


elec - 
Yc ae 


most positive man 


trician?’ 
vou 
ner that she indeed has. 
The banquet n 
flawlessly attired ilm 


inagel appears, 


self possessed 
takes 
businesslike air. For he is followed 
by a small toot 
men who assemble the long table, lay 
the red plush cloth 


and stor ige tables. 


and magically the room on a 


army of uniformed 
place the chairs 
He even produces 


gigantic 


(You wil have 


last Veal 


a table read ng stand and a 
wind-tunnel floor fan 
that 
plained about the stuffiness. ) 


people com- 
And, 
finally, all your precious sales mate 
al that is . 

\agically things fit into place. The 
baby spot is up, ready to blind each 
speaker. The play-back is in its cor 
ner and plugged into the right cur 
‘The mike works and 


‘The gimmick has 


lea ned 


most of it 


rent. there is 
enough cord for it. 
proved to be no problem whatever ; 
a \UU0 watts 


\nd while 


sales 


the lines swallow the ext: 
without batting an amp. 


you are sorting your 10us 


ammunition in order of its appear- 


ance, the banquet manager is super 
wate! 
glasses and ice-clinking pitchers down 
the table’s middle. 

Have vou forgotten that the men 
will want to doodle? Don’t give it 


sing the arrangement of 


2 
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any more thought, chum. 
will gladly furnish 
identified, for 
breathe easier. 
Not quite, 


order ? 


these, 
a slight tee. 
Now, is everything in 


The hotel 


suitably 
So vou 


The inevitable tirst-on-the-scene has 


irrived 
town—and 
and hawk-like eve 


Don't worry about Aim. 


ovel 


the eager beaver from out ot 
is now casting a critical 

the array. 
You are sate 


when vou say, ‘Sorry, old man, that’s 


a swell idea, but I’m only 
orders from topside.” 


hange a thing. 


following 


And you don’t 


One last observation and the meet- 


way. It is suggested 
that you notice whether Myr. So-and 
so does take that fireplace chair. He 
But on the outside 
chance that he won't, don’t let it ruin 
yout day. 

The meeting will begin with an 


ing gets unde 


Ww ill, of course, 


invocation from the president .. . re 
Hections on the rapid strides that have 
been taken... size of the group com 
pared with early vears . 
t is just 

ever-stronge! 
future . 
vertising 


- OUF Cause 
driving forward with 
determination into the 
Then the ad 


sales 


. and so on. 


manager oOo! Manage 


he Shamrock 


ta a ot oD 


HOUSTON 


YOUR CONVENTION 


COMES TO HOUSTON 


When—not if—your Convention comes to Houston, enjoy the 


warm hospitality, the unusual convention facilities, the attention to 


every detail that spells the success of the occasion at The Shamrock. 


Everything has been done to provide for the comfort and con- 


venience of meetings in spacious surroundings that are completely 


new and modern—to move smoothly and quickly from business 


sessions to formal or informal luncheons and dinners—to permit 


extensive displays in the Hall of Exhibits which is completely air- 


conditioned and especially designed to accommodate conventions 


and trade shows, large or small. 


Your convention arrangements are completely, efficiently and 


pleasantly taken care of under the sign of The Shamrock, your host 


when Houston makes you welcome. And at most reasonable rates. 


For information or assistance in planning your conventions, 


shows and meetings, address T. A. Sieferth, Convention Manager, 


The Shamrock, Houston, Tex., or call by teletype: HO-192. 


Cathe Shamrock 


GLENN McCARTHY, President 


FRANK H. BRIGGS, V. P. and Gen 


How 

to 
make 
your 
Sales 
Meeting 
Q 


: 


One good idea can provide the ‘lift 
that turns otherwise routine sales meet 
ings and conventions into stimulating 


go get-err affairs 


whole 


SALE BLAZERS 
hat full 


offers you a 


of ways te inject enthusiasn 


into meetings and conventions on 


spire staff interest that turrs mt 


sales 


We can help you 


greate ' 


create the entire 
supply iden 


emblems 


theme of your n eeting 


tification badges award 


sales buttons, contest and premiun 


novelties all custom-designed — all 
geared to put your next sales conclave 


over with a bang! 


Send coupon below for 


SALE BLAZERS. O: 


write 


specific sales problem, and with no 


obligation on your part, we will create 


o SALE BLAZER to fill y« 


r specific need 


SALE BLAZERS, INC 
1007 Filbert St., Philadelphia 7, "a 


Rush SALE BLAZERS and sales meeting 


ideas today 


takes over with a short punchy speech, 
making honeyed references to the one 
guiding without whose in- 
spired wouldn’t be 


beacon 
leadership we 
where we are today. 

Somebody 


The 


upsets i pitcher. 


« 9-9 


water 


time 


AM. 


Where's Joe? 


\t the appropriate time the signal 
s flashe d to Joe Doakes. who has been 
the 


sn’t sitting where 


patiently coached, to 
flasher. But Joe 
he was supposed to sit, so a substitute 
into the breach. He can’t 
find the switch and in searching for 


furn on 


s rushed 


t causes the gimmick to totter dan 
Four men leap up to catch 
? 


rtf 


gerously. 
it amid sound of toppling chairs. 
everything's all right. The apparatus 
lights up and all look at the thing 
briefly and from then on pay no atten- 
tion to it whatever. The five men sit 
down triumphantly and breathlessly 
to listen to the speaker who resumes 
his talk after 


lin silence 


a pregnant and pursed 


\t this point you hear vour name 
called sotto voce and trace it to the 
doorway where four small bovs stand 
with the 
tardy departments. 


laden sales material from 
the You snake 
this stuff into the room as quietly as 
s all there. 

Safety pins will do yeoman service. 
will be reasonably dark 
for the movie, a single bril 
liant shaft of light from one parted 
urtain will 


You can ask 
him and he will probably say, 
all right.” 

The movie itself will go off smooth 
ly and expertly, although you might 
experience some difficulty at first in 


Poss ble hop ng it 


The room 
and only 
slash across the screen. 
bothers 


“Nah, 


someone if it 


feeding the plug-in wire for the pro 
under the table. 
will be an adjacent outlet to simplify 
matters, and some salesman will have 


yector There nevel 


his size twelves planted on the wire. 
Try 
without drawing attention to your- 
self. In the middle of the showing 
No. 12’s will probably kick the plug 


out and you will scrabble on the floor 


to have him move his big feet 


trving to replace it. 

The microphone’s turn will come, 
first victim will look at it 
You will whisper to him 


He will 


and its 
dubiously. 


to talk across it not into it. 


nod his understanding, grasp the shaft 


with trembling hand and say, right 
into it, “During the past TWELVE 
MO After three bellowing starts 
he will signal to you to remove the 
mike. It will be shunned for tt 
of the meeting. 
There an 
an do about the gentleman who 
suddenly that he 
thing of vital import for his buddy 
from the Milwaukee office who sits 
cross the table and nine chairs down. 


1e rest 


is nothing that vou or 
bod, 
has 


de ides some 


So he rises quietly, threads his way 
and 
whispers with piercing intensity the 
thought that just couldn’t wait 


among his distracted associates 


Nor is there anything vou can do 
about the floor fan under which 
Chilly Bill from Buffalo would have 
to seat himself. So he pulls the switch 
cord, not knowing that here is a two- 
speed affair. Instead of a dying hum, 
the fan suddenly like a B-29 
and papers on the table take wing. 
Amid the hubbub that ensues, Bill 
jerks the cord. He stops the fan, but 
his vehemence breaks the cord short, 
and the multitude swelters in the ris 


roars 


ing heat of the proceedings. 


1 Remember ... 


These helpful vignettes could keep 
on indefinitely. In fact, it might be 
suggested that some publication set 
up a new department of educational 
anecdotes, calling it “I Remember at 
Our Last Sales Meeting...” for dis 
semination of such worthy material. 
But for the time being, let us close 
with the one inevitable jarring note 
The meeting Is 
the 


roster has been fed sumptuous and 


that always occurs. 
rounding the three-quarter turn; 


now sits doz ngly on the uncomftort 
ible chairs listening to the dronings 
of the current speaker. The phone 
rings. And rings. The sound is in 
sistent but muffled—not from distance 
but from confinement. 

FE vervone looks around expectin 
to be produced and spoken into. Bi 
nothing happens. The speaker stru, 
gles on falters... pi ks ip. 
finally breaks off to plead to the 
n general, “Will 


answer that damn phone?” 


somebody 


It usually out to be 


for you. 


turns 


Where to Write: Comment 


and opinions expressed bv authers 


dislike, or to offer a few ideas 


Sales 


on 


articles—barbs or bravos for ideas 


is welcomed. To tell what you like or 


Veetings, 1200 Land Title Building 


of your own, write: Robert Letwin. Fditor, 


Philadelphia 10, Pa. 
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let American 
plan your 
transportation! 


Enjoy special fare-savings and low-cost tours 


LET AMERICAN’S experts help make your convention 
an even bigger success by planning your trans- * The Family *3 Fare Plan 
portation In addition, American offers fare savings * Fiesta Fares to Mexico 

and low cost Flagship Tours that enable you to tie * Low-cost Flagship Tours 

in a vacation for many dollars less than the usual * Group Leader of 15 visits Mexico free 
cost. Or, if you choose, you can visit some friends For details see your nearest American Airlines 
on the way at no extra fare, thanks to special stop- ticket office or write to American Airlines, Inc. 


over and alternate route privileges. So plan to go CONVENTION SALES MGR. 


by Flagship now. Ypu’ll arrive sooner, stay longer 100 Park Ave., New York City, N.Y. 


and enjoy air travel at its finest! 


suncrssaons-snne AMERICAN AIRLINES 
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1. When shipped to a trade show, self-con- 
tained unit looks like ordinary packing case. 


2. Doors swing open to reveal part of dis- 
play, designed by Ivel Construction Corp., 


Corona, L. I., 
header up. 


N. Y. Floor folds down 


WEATHERManes 


3. Unit, ready to house product, has au- 
dience participation (left panel) and add- 
up flasher dramatizing six features (right). 
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TWENTY-FOOT DISPLAY can divide into two eight-foot exhibits. Show cases and registra- 


tion tables knock down. 


Exhibit was built by Functional Display, Inc., New York City. 


Most Versatile Display Unit 
Gains Popularity 


Self-contained exhibits don't replace conventional units but 
offer enough advantages to make them an excellent "extra" 
for large companies, a good bet for many small ones. Exhibit 
builders and users reveal merits and shortcomings of units. 


Self-contained displays, those in 
genious exhibits that Zip out of a 
packing case and are up in minutes, 
are not the big answer to the ex 
hibitor’s prayer. But, these skillfully 
contrived displays, when appraised of 
their special values and shortcomings, 
can do remarkable things for any 
company’s exhibiting program. 

First big advantage of a self-con- 
tained exhibit is its ease of installation 
and dismantling. There is universal 
agreement that reduced cost of instal- 
lation and dismantling of these dis- 
plays are their most attractive fea- 
ture. Often the savings in installation 
cost pay for the display after several 
times’ use. 

“In addition to many time-saving 
elements that have developed through 
the use of our new self-contained dis 
play,” reports Leo H. Weisbard, sales 
promotion manager, The Weiss & 


Klau Co., New York City, “there 


have been substantial savings in labor, 


shipping charges and materials. We 
anticipate that this display will be 
self-liquidating over a period of two 
years when used at four or five 
shows.” 

Concerning shipping charges 
ranked as fourth biggest advantage 
for self-contained units by the nation’s 
leading display builders—Mr. Weis- 
bard says, “Shipping charges have 
been reduced by more than half. For- 
merly we had to make a 4,000-pound 
exhibit shipment; now it is substan- 
tially under 2,000 pounds.” 

Again stressing the money-saving 
advantages of these units, W. F. 
Dent, adverttsing manager, Webster 
Electric Co., Racine, Wis., tells of 
his experience: “First display was 
used at seven shows and, in the course 
of those shows, saved more than its 
entire cost by the elimination of set- 
up labor.” 

J. G. Upton, advertising and sales 
promotion, General Electric’s Chemi- 
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SONOTONE LENDS this easily assembled unit to local 
offices. Built by Display Guild, Elmhurst, L. |. 


al Division, lists ease of assembly as 
the outstanding advantage of self-con- 
tained displays for G-E. ‘This type 
of unit that merely needs to be un- 
fastened and opened up at the point 
of display provides ease of assembly, 
and therefore problems 
posed by complicated set-up proce- 
dures and inexperienced personnel. It 
uts down on exhibit damage, which 
is best remedied by the return of any 
given display material to a display 
builder for repair in the shop.” 
While Mr. Upton lists the reduc 
tion of display damage as an advan 
tage of the unit, the contrary is 
laimed by many display builders and 
exhibitors. Just under 4000 of dis- 
play builders queried indicate display 
damage is greater with self-contained 
displays than with conventional units. 
However, the majority of display spe 


minimizes 


ialists claim less damage for these 
inits. It boils down to basic design 
ng. Compact, well-supported con- 
struction makes the difference as to 
how well a display will take rough 
handling in transit. Generally, self- 
ontained displays are heavier than 
onventional exhibits. Extra weight 
s listed by display builders as the 
second major disadvantage of the 
inits. They weigh more, generally, 
because they include more. A conven 
tional display breaks down 
nto several shipping containers, but 
the self-contained unit folds up into 


usually 


one case. 

One-case construction is a big ad 
vantage, according to many users of 
the units. G-E finds few problems in 
display parts being lost in transit 
“which occurs frequently in displays 
omprised of many different packing 
Carrier Corp. finds its main 


” 
ases. 
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MACAA CORPORATION 
MADE WHSTORY wiry ws cam 


AVIATION "FIRSTS". 


bg 


BELL AIRCRAFT CORP. tried this, 


\EADER IN ANAT 


its first self-contained unit, because it is con- 


N. Y. tinually confronted with short notices for exhibits with varying space requirements. 


SKETCH shows expandibility 
of Bell exhibit. Panel wings 
pull out to fit spaces from 10 
to 20 feet. Copy is changed 
as occasion demands and unit 
is used for a variety of au 
diences and types of shows 


DESIGNED by Joseph Koles- 
nicki, Bell exhibit 
was built by Hadley Displays, 
Buffalo, N. Y. All display 


material packs into 


employe, 


single 
case. Unit is easily set up and 


dismantled with minimum labor 


advantage is in keeping small pieces 
together in self-contained displays. 
“Because all material that goes to 


OUTER PANELS @ SIGNS 
IN RECESS AT REAR 
OF STRUCTURE 


BASE INVERTED @ BOLTED 
INTO APERTURE aT 
BOTTOM OF STRUCTURE 


SHIPPING SIZE 
rexnanye 


make up the display is attached to 
the shipping case,” points out P. K. 
Ray, advertising and sales promotion 
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Multi-Use Prop 


Big plus in owning a self-contained display is its versatility. It is the 
utility player on vour display “team.” It can do a dozen jobs that might go 


BUSINESS undone without it 


|. Loans: Many companies maintain self-contained units to lend to dis- 
tributors and dealers for show rooms, window displays or local shows 


2. Small shows: Companies expand their schedule of shows without over- 
extending budgets by utilizing self-contained exhibits. These units keep ex- 
hibiting costs to a minimum and allow for more show participation 


3. Reception room: Instead of putting self-contained units in storage be- 
tween shows, companies are starting to use them in reception rooms and 
display rooms. They take up little space, require little time to set up and 
are effective. 


4. Employe relations: Newest use of these units is for in-plant education. 
They become three-dimensional bulletin boards for special messages at 
ar little extra cost to the company. 


5. Meetings: With changes of copy, self-contained units make excellent 
props for sales meetings, stockholder meetings and other confabs. 


THE 


6. Overlapping: When show schedules overlap, self-contained exhibits fill 
the gap. They prevent missing a good little show that hits close to the dates 


PASSERBY! of a big one. 


7. Emergencies: Rush calls from dealers, distributors or local offices for 
EXHIBITS —with built- exhibits can be handled immediately with self-contained units. Units can be 
in sales punch by sent without personnel because they are easy to set up with written instruc- 
master craftsmen tions 


SEND FOR FREE BOOKLET 


RAPPAPORT STUDIOS manager, Carrier Corp., “the com spection and feel almost completely 
INCORPORATED plete unit comes back to us intact assured that it will arrive in good 

7500 STANTON AVENUE, CLEVELAND 4, OHIO with none of the pieces having been shape for the next showing.” 
PHONE: EXpress.1-1683 left behind through oversight. Thus, Like many users of self-contained 
we can ship a self-contained unit from displays, The Pure Oil Co. likes the 
location to location without our in one-case shipment advantage. ‘‘Foid- 


How to Make 
BLOWUP DISPLAYS 


Sure, they're caught and can’t get away . . . chains are a very effective 
way to hold an audience. . . but does that mean that they're listening 
and getting the message? 


A better way to chain an audience is with interest . . . and that’s 
where the Red-I-Vue method of presentation comes in. 


High in effectiveness and low in cost, Red-I-Vue will breathe new 
life into any meeting or presentation with “piece by piece” revelation 
of your story. Illustrations and symbols, (backed with low-cost 
Please send my FREE Photo Kit ond Fibre-Grip), are placed against the Red-I-Vue Flannelboard . . . ad- 
exhibit disploy information to:— } . . . 

ere as though held by magnetic attraction . . . can be moved, re- 
NAME moved or placed in any desired position with complete ease, yet you 


COMPANY never need worry about unintentional movement. 


ADDRESS 
Why not find out 


STUDIOS more? Just write 


123 N. Wacker Dr. 
Chicago 6, Iilinois 
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Been tting up that old back-breaking exhibit of vours? 


Why don’t vou get a “PACKAGE”. Mine was up hours HARTWIG DISPLAYS 
go, and I’m having some fun. 


Look up Hartw vy when vou get home ind let them tell you Complete Display Ser ice 
ibout a self-contained PACKAGE*. Opens in a flash, set 


ip a tew accessories and you're done. No cases to worry 


Milwaukee—1105 No. 4th St 
Chicago—111 W. Jackson Blvd 


about either! When the show is over, fold it and torget t! New York—545 Sth Ave 


7 he whole th ng’s a breeze, yet t's one of the smartest - 


SACS Hollywood—6729 Hollywood Blyd 
tools we've ever had. Washington, D.« 1507 “M” St.. N.W. 
Hartwig started building PACKAGES* back in 1947. They 
know everything there is to know about self-contained ex 
hibits. Take my advice and call ‘em as soon as you can 


Don't let another show get you down. 


*‘PACKAGI i a registered trademark, the property of 
Hartwig, Ine. 


ers products and literature of the 
handout nature can usually be ship 
ped inside displays,”’ points out Oliver 
(joldsmith, advertising department 
Pure Oil. Holland-Rantos Co., Inc., 
manufacturer, distributor and export- 
er of medico-surgical specialties, New 
York City, has its units “designed to 
allow adequate storage space for liter- 
ature and samples.” It also insists 
that its displays be constructed so that 
“damage in transit will not render 
the exhibit unfit for use.” 
Both builders and 
caution against designs so intricate 
that any damage renders the display 
useless. Because of heavy weight, 
these units are sometimes dropped. 


display users 


is sufficiently re- 
inforced, a display could arrive un- 
usable with rough handling. 

While users love the money-saving 
advantages of self-contained displays, 
like the ease of set-up and other at- 
tributes, display designers have one 
major gripe with these units: inflexi- 
bility in design. Most users recognize 
this major shortcoming. Bell Aircraft 
Corp, says, “The only disadvantage 
is that this type of exhibit confines 
diversity of presentation within the 
limits of the original design of the 
unit.” 


| ike 


{ 'nless construction 


every problem presented to 


When 


discover 


With 


Self-Contained Exhibit in Your Future 


1f you haven't already added self-contained exhibits to your list of trade 
fiow props, chances are good that you will within the next two years. These 
handy units have grown in popularity in leaps and bounds. One-third of 
the nation’s leading display builders are now devoting at least 25% of their 
production to these fold-up units. 


A self-contained display—is one that unfolds from a shipping case and 
in which the shipping case is an integral part of the exhibit. More than 20 
trade names are registered for variations of the self-contained unit and 
dozens of basic designs have been developed for them. Most popular seems 
to be the packing case that stands on end with its doors swung open to 
reveal the display. 


That you are likely to consider a self-contained display in the future is 
evidenced by belief among top display builders that these units are destined 
to become more popular. A survey by SaLes Meetincs reveals that 60% of 
displays builders predict far greater use of these units in the future while 
25% indicate that volume will remain at today’s high level. Only 15% 
predict any drop in the use of the units. 


Self-contained displays can be rented as well as bought. Rental units have 
rates that range between one-third to one-sixth of the cost of buying a unit. 
While most exhibit builders design self-contained units, only 25% have 
rental units available. 


Profit-wise, exhibit builders find self-contained units are neither more nor 
less profitable to build than conventional displays. Average display house 
has been producing these units for about five years although self-contained 
units have been produced on occasion as far back as 1923. 


Prices for self-contained units range from a high of 75% more than con- 
ventional displays to approximately the same cost as ordinary displays and 
crates—depending on how elaborately or intricately they are designed. 


the display 
bility is slowly being licked, too. 


the 


niques have been developed to pro- 


yout 


time is at a 
UNI-PAK, the 

sets up In minutes 
UNI-PAK 


creative headaches 


industry, design inflexi vide flexibility 


In 


last two years dozens of tech- 


packing case. 


premium you'll 
self contained exhibit, 
dismantles in 
all ways 


are minimized 


and seconds. 


you win 


patented** design saves weight 
handling and shipping costs nose-dive 


Write for free ‘case history” booklet 


DISPLAY GUILD . 


wPbe 


at 


imhurst, Queens, N.Y.C. NEwtown 9-5220 


Designers and Builders of Exhibits, Merchandising Displays and Training Aids 


SM JULY | 


in presentation, but 
most of the units produced today are 
still plagued by the confines of the 


self- 
leveled 


B ggest argument against a 
conta ned display s not 
against the unit itself b ts use by 


Many 


point out that exhibitors t 


the exhibitor. exhibit builders 
t doesn't 


10-foot 


self-contained exhibit where 
belong. A unit designed for 
spaces will not do a job in a 20-foot 
space no matter how vou trv to ex 
pand it, they say. It still looks like 
what it is: a 10-foot exhibit with 
appendages. 

\ self-contained unit can seldom 
be ised successfully rt yvou have a big 
story to tell or have many products 
to show. It seldom works effectively 
if your sales story 
and drastically design limitations 
seldom permit elaborate changes. 

\nother charge leveled at users of 
self-contained displays is that they 
try to put too much into the exhibit. 
Instead of letting the simple lines of 
the display attention on the 
product, they clutter up the exhibit 
until all design, along with impact, 
Most self-contained units, of 
necessity, are designed with simple, 
easy-flowing lines. Unless the ex 
hibitor respects limitations of the unit, 
he negates any advantages he might 
have enjoyed in easy assembly by poor 


varies frequently 


Tocus 


is lost. 


response from show visitors. 

against self 
contained exhibits, here is a check list 
of advantages and disadvantages de- 
veloped from display 


Before deciding for or 


comments of 


experts: 
Advantages 


1. Installation: You can’t beat a 
self-contained unit for speed in set 
ting Typical 
comment on the subject comes from 
The Weiss & Klau Co.: “With our 
old type display it was necessary to 
send two men to the show to unpack 
exhibit. When the 
was these men re 
turned to knock down, pack and re 
Now 

packing-case units in a few 
hours and attendance 
supervises knocking down the exhibit 
when the show 


2. Handling: 


these units require few operations in 


up or disassembling. 


and set up our 


show ovel two 


ship. we send one man out to 
set up 


a salesman in 


IS over, 


Clever design of 


setting up and knocking down, and 
less handling of exhibit parts. Be- 
most or all firmly 
affixed, parts do not become damaged 
in setting up and dismantling. There 
is no problem of how to put the dis 
play. back 
folds up simply and only one way. 

3. Storage: 
part of the exhibit, you never.have to 
it at a show. 
hunting for your crates 
to be delivered 


Cause pieces are 


into the case because it 


Because the rate is 


store It saves hours of 
atter a show 


or waiting for then 
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DESIGN ror SELLING 


Phone or write Anytime for 
Ideas and Estimates 
That will make your 
Next display “chick” 


DISPLAYS 


We plan design. . build 


EXHIBIT BOOTHS 


for any product ... from Point of Sale to 


to Convention Exhibits 


CUSTOM 
RENTAL 
DISPLAYS & 
ACCESSORIES 


Why suffer? Here's what we do: |. Design a brand new display for your okay; 2. Build 
it as you want it to look; 3. Install it with furniture and utilities; 4. Dismantle it after 


the show. 


You have no display problem—And, you don't buy a thing. You save more than half 
because we rent you the display! No shipping costs for you 
Write for exciting, money-saving facts. 


Pe... a co. 


2308 FAIRMOUNT AVENUE, 
ATLANTIC CITY, N. J., PHONE 4-0477 


% Rental Displays 


Erection and 
Dismantling 


Display designing 
and building 


Reconditioning 
of Displays 


SHOW ROOMS 


FUNCTIONAL 
DISPLAY, INC. 


1370 BLONDELL AVE., NEW YORK 61,N_Y. 


R 


The very latest in 
self-contained exhibit 
techniques is demonstrated 
in our new 12-page 
catalog, and it's 

yours for the asking. 


Tate 


Functional Display, Inc., 1370 Blondell Ave.,N.Y.6), N.Y. 


Please send your 12-page catalog of seif-con 
tained Exhibits — no obligation, of course 


NAME 
ADDRESS 
city STATE 


ATTENTION OF TITLE 
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LEADING FIRMS Solve 
EXHIBIT PROBLEMS 


with IVEL Axe 


Send for details on how 
YOU CAN SAVE 
TIME AND MONEY 


This ingenious Prudential Insurance 
Company exhibit, featuring audience 
participation, is part of a set of four 
prefabricated IVELPAKS. Used first 
at a Palm Beach sales meeting, then 
ot numerous regional sales confer- 
ences, it always draws crowds 4 to 
5 deep. Packed and ready for ship- 
ment in a matter of minutes, it is 
now being booked all over the 
country 


(eu el 


Hundreds of America’s leading firms now use IVELPAK at their 
trade shows, sales meetings, exhibitions and conventions .. . 
because IVELPAK is the sturdy pre-fabricated, self-contained unit 
that gives the benefits of a custom-built exhibit at lower cost and 
with less effort. 


IVEL 4e_ incorporates your own color and art 
work ... arrives ready for immediate use .. . can be set up or 
closed and packed quickly without special tools or skilled labor 

. . can be bought or rented at low cost in any of five models. 


Find out what IVELPAK has done for other firms . . . how IVELPAK 
can give your firm better exhibits at less cost. We'll send you 
the complete story in a handy file folder, with a checklist of 
requirements for a successful exhibit. Just drop us a line on your 
business letterhead! 


Soles Representatives: 
RALPH L. WINTERSTEEN @ 201 Buffington Road, Syracuse, N. Y. 
LEON GORDON MILLER @ 811 Prospect Avenue, Cleveland, Ohio 


ae ; , IVELPAK... 
Y euigners and Butlders of 
Lisplays and Exhibdls ready for 
96-24 — 43rd Ave.,Corona 68, N. Y. shipment 


ILlinois 7-2002  .. . ., : : 
SM-7-53 in minutes. 


to vour booth. \s soon as a show 
breaks, vou can start to pack imme- 
diately with a self-contained unit. 

4. Shipping: Many shipping con- 
tainers are eliminated with a self 
contained unit. This means ease in 
shipping and assures all parts arriving 
simultaneously... Current designs are 
reduc ing we ght (a major objection ) 
and turning exhibit weight into an 
advantage. Remington Rand, Inc., 
reports it has solved the weight prob- 
lem. “Ours are lighter in weight— 
360) pounds shipping weight as against 
500 to 700 pounds for most packing- 
ase displays—and the shipping size 

6’ by 38” by 20/—is more prac- 
tical than most units. Ours fit into 
almost any hotel elevator w hereas the 
ordinary, larger units, must be put on 


top of the elevator or carried up- 


Disadvantages 


1. Design inflexibility: Display de 
signers list this more frequently than 
any other disadvantage. Some consid- 
er this limitation so important that 
they prefer not to sell or design self- 
contained units unless customers spe 

ifically request them. 

2. Weight: While heavy, bulky 
shipments were listed by display 
builders ; he second major disad- 
vantage, other designers have over- 
come this problem and it won’t be 
long before this disadvantage ceases 
to exist. 

3. Expense: A well-designed and 
constructed self-contained unit costs 
more than 1 onventional display. 
Expensive construction must be used 
to overcome space limitations and 
acute balances required in setting up 
intricate extensions. Part of the ex- 
pense is represented in specialized 
hardware and electrical svstems. 

4. Size limits: Many self-contained 
units cannot be expanded to take ad 
vantage of larger spaces. If a unit 
s designed for a space larger than 14 
feet, its shipping container usually 
becomes too bulky. To overcome size 
nflexibility. Mr. Dent, Webster 
Electric Co., suggests “that future 
displays will be built of matching 
units to provide complete flexibility 
in any booth trom eight to approxi 
mately 30 feet and to provide the 
flexibility necessary for serving a 
widely divergent range of products.” 

In addition to medule units which 
are being used successfully by some 
companies, display designers are con- 
stantly working on this problem to 
create two and three-size flexibility in 
self-contained displays and have pro- 
duced such units. However, many 
builders still are not convinced that 
this problem has been solved satis- 
factorily at present. 
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WHY THEY WIN 


Report on NIAA Exhibit Contest 


bits so much 


Why are some exh 


more successtul than others ? 


Answei 
can be given in two words: compre 


hensive planning. 


National Industrial 
Industrial 


Winners Or 
Advertisers Association 
Exhibits Award prove that compre 
hensive planning makes the difference 
between excellent and simply medi 
ocre results at a trade show. It’s no 
just a well-designed display, new 
product introduction or luck. It’s ; 


t 


combination of dozens of elemern 


FIRST PRIZE in NIAA exhibits contest gces to Ferdinand Sontag. show manager, The 
Trane Co., La Crosse, Wis, Exhibit was built by General Exhibits & Displays, Chicago. 


Second Prize in competition is won by J. C. Freyberg, advertising manager, Panellit, 
Inc., Chicago. Gardner, Robinson, Stierheim & Weiss, inc., Pittsburgh, built exhibit 
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exhibit 
tom built 


No selling delay 
You try ona 
basic design for 

sue 


we submit a 
color sketch 
incorperating 
your ideas 


over 100 
patterns for 
functionol 
elements 


eliminates 
comly 
engineering 
and speeds 
production 


highest 
quality 
color finish 
easy to 
clean 


all lettering 
and art wark 
the very 
finest 


often only two 
weeks between 
inquiry and 
delivery 


Your letterhead is your cost for port 
folies and PREFAB photographs. 


Capex 


exhibits 


615 South Boulevard, Evanston, Illinois 
1775 Broadway, New York, New York 


SALES OFFICES IN 27 CITIES 
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not the least of which is full support 
and participation by top management, 
that makes productive exhibit pro 


grams. 


First award in NIAA Industrial 
Exhibits Award went to Ferdinand 
Sontag, show manager, The Trane 
Co., La Crosse, Wis. Trane’s entry 
overed its exhibits at the [Ith lite: 
national Air Conditioning Show, CI 
cago. Its entry should be n 
ing for every sales, advert 
hibit manager in 
points out how an ey 
plish numerous obje 
ly outline them long in advance 
have an entire company behind 
phases of planning and operation. 

One of five major objectives set for 
‘Trane’s exhibit was to “re-establish 
the enthusiasm of the 275-man Trane 
sales force and sell them again on 
their line.” It’s not often that a com 
pany utilizes an exhibiting opportu 
nity as a stimulant for the sales force. 
Prane did and it paid off handsomely. 

Articles in the salesmen’s magazine 
told of Trane’s exhibit and built up 
enthusiasm in each issue starting three 
months in advance. Salesmen were 
sold on the show and urged to bring 
important customers and prospects to 
see the Trane exhibit. Salesmen sup 


THIRD PRIZE winner is Quinten Kenny, advertising manager, Lindberg Engineering 
Co., Chicago. Kitzing Studio and Workshop, Chicago, produced the winning display. 


plied names to home office, and letters 
of invitation, along with tickets, were 
sent to customers and _ prospects. 
When show management couldn’t 
supply enough tickets for salesmen, 
Trane printed them privately. So 
strong was the enthusiasm built with 
salesmen that 13,000 tickets were dis- 
tributed. They delivered tickets in 
person. 


trade show exhibits 
with one objective 


..-merchandising 
your products 


KITZING 


AN D 


exhibit 


STUDIO | sn 


ORK SHOP J 8 
construction 


producer of the 
prizewinning 


1323 w. carroll avenue 
chicago 7, illinois 
ch-esapeake 3-1220 


LINDBERG ENGINEERING COMPANY EXHIBIT 
NIAA 1953 AWARD 


Trane’s sales manager made trips 
to sales offices to work out plans for 
using the show to the utmost. It 
wasn't just another show. Trane 
made it the show and went all out. 

A welcoming committee of sales- 
men was formed so that specific vis- 
itors would be properly introduced to 
the right Trane people. Salesmen filed 
a list in advance of the show of those 
that should be accorded special atten- 
tion and what their specific interests 
might be. 

For three full months prior to the 
show, postage meter slugs carried an 
ad for the event. Releases were sent 
to business papers. Letterheads were 
imprinted with show advertising. 
Company's external magazine — 35,- 
000 circulation—devoted its January 
issue completely to the show and its 
exhibit. All business paper advertis 
ing tied in the show. 

Company executives, including the 
president, attended the show and per- 
sonally conducted special visitors on a 
tour of the exhibit. As evidence of 
how top management worked on this 
exhibit project, a meeting was staged 
New Year’s Day between president, 
sales manager, advertising manager 
and display manager to select the best 
space and get the order in first. Noth- 
ing was too much trouble; nothing 
was left undone. 

Did it really pay? Of the 30,000 
attendance at the show, the Trane 
booth attracted 25,000. Some visitors 
stayed up to four hours in the Trane 
booth. Salesmen brought in 100 cus- 
tomers before the actually 
opened. All during the show they 
personally escorted customers to the 
show. Four months’ production on 
one item was sold out at the show. 
More than 100 jobbers stocked the 
new product within two months. 


show 
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scale model of exhibit for 1953 heating and ventilating exposition 


win FIRST PRIZE 
NIAA EXHIBITS AWARD 


Planned to dominate, planned 
to sell, this exhibit held visitors 
up to 4 hours . paid off in 
actual sales results, with an ex- 
tra dividend —first prize in the 
first NIAA Exhibits Awards com- 
petition. Designed and built by 
General Exhibits and Displays. 


if pays 
fo consult a specialist 


9 
Q(peneral exhibits and displays ine. 


= 2100 N. RACINE AVE CHICAGO 14, ILL. PHONE EASTGATE 7-0100 
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Two CenTraVacs, units selling up to 
$25,000, were sold as a direct result 
of the show. 

In one week after the show, eight 
orders for cold generators were 
placed. (Company estimated sales of 
seve month on the new 
Plans for at 
dozen school jobs for unit 
sold. Sales of self 
conditioners were up 
period last 
] nes had a 


n sales ovel 


unit based 
on past experience. ) 
least one 
vent lators were 
conta ned all 
13000) over a 
Vvear. All 
140°, increase 
period in 1952, 


similar 
refrigeration 
i similar 


Second place in the Industrial Ex 
hibits Award went to J. C. Freyberg, 
manager, Panellit, Inc. 
o. Again comprehensive plan 
was the key 


ertising 
ning to exhibiting su 


Not only did Panell t 


objectives to 


list to Its 


display’s market its 


but included the 
cruiting engineering 
training new agents, 
other employes. 
President and vit 
deal of time 


products job ot re 


a good n the 
booth. 
by sales manager one hour 
show opening 
demonstrated products to best advan 
tage. This was 
nstructions previously distributed. 

Panellit, like Trane 
It went out and 
ip guests at their 
them to the show. 

Panellit took full 


show stickers on 


advantage oO 


and sent out invitations supplied by 


show management. 


How did Panellit’s exhibit pay? It 


EXHIBITORS AND 
ACO ISPLAY MANUFACTURERS 


TRADE SHOW & CONVENTION DISPLAYS INSTALLED IN YOUR BOOTH 


CIARNOWSK! Drsetay Gerwice wm: 


The only exclusive INSTALLATION service in CHICAGO devoted entirely to the 
DISMANTLING 


INSTALLATION, SERVICING, 
fabricated displays 


@ checks your shipment for arrival on convention floor. 


@corefully unpacks your display. 


@properly erects your display according to plans, specifica- 
tons or instructions 


@c'eo"s display and booth space thoroughly 
@ *vpplies any last-minute requirements or changes neces- 
sary to complete the exhibit 
@ services mechanical units needing attention during the 
show 
carefully dismanties and repacks display in original 


cases and crates 


@ mokes necessary shipping arrangements and ships 


and STORAGE of apre- 


moterial according to instructions. 


will store your display in Chicago fer future use 
or shipment 


will save you time 
will save you money. 
will save you worry. 
rr) will give you competent service 


1433 N, DAYTON ST. 
CHICAGO 22, ILL. 
Michigan 2-718! 


abl las, 


4 


a posed 1 =! 4 
TT 


7 
Wes 


personnel and 
engineers and 


e-presidents spent 
ompany’s 
Booth personnel were briefed 
before 
to insure that each man 


addition to typed 


didn’t just 
wait for someone to come to its booth. 
brought customers 
in. Panellit had cars available to pick 
hotels and take 


ts cor responden ¢ 


its representation with new 
agents acquired at the show; it at 
tracted attention from the trade 
press; it established the company as a 
competent engineering 
it instilled enthusiasm in the 
that enjoyed demonstrating 
equipment with aid of the display; it 
prompted agents to quote on a large: 
variety of installations because ot 
experience; it forced 
to hire three more people to handle 


expanded 


organization : 
sales 


rorce 


show compan 
nguiries stimulated. 

Quinten Kenny, advertising 
ager, Lindberg Engineering Co.., 

ago, won third-place honors in In 
dustrial Exhibits Award. Through 
the Lindberg entry in the NIAA con 
test ran the same comprehensive plan 
ning that marked other 
entries. As an example, note the ad 
vance promotion schedule: 

Official 

tions mailed to customers and pros 


outstanding 


registration-card invita 


pects from each of company’s 20 dis 
trict offices, 


2. Four-page illustrating 
new products to be displayed, ran it 


Prog 


insert, 
yre-convention issue of Veta 


3. Double spread ran in four na 
tional, metal-working publications 
vith total circulation over 100,000. 

Publici It\ to trade 


publ 


releases sent 
ations. 

’ , 
Special release prepared tor loca 


press. 
lox al 


n the convention city telephoned cus 


6. Companv’s representatiy 


tomers his territory offering to a 
inge transportation to the show. 
Judges for the NIAA Industrial 
Ie xhibits Award were: Jerome 
Gjrav. Grav & Rogers Advertising 
\gency Philadelphia Louis H 
Brendel merchandising directo 
James Thomas Chirurg Co., New 
York Citv; and F. L. Fletcher, in 
dustrial sales manager, Alderson & 
Philadelphia. William H 
exhibit manager, Fk. [. du 
Nemours & Co., Inc.. was 
I-xhibits Award, and Rob 
Letwin, editor, SALES MEETINGS 
was co-chairman and alternate judge. 
To critically appraise the 57 entries 
to the exhibit contest, 
Entries were judged on 
each point 
weight. 
total 


SESSIONS 
U flelman 
Pont de 


hairman, 


a point system 
was devised. 
seven specific points with 
carrying its numerical 
Highest possible score was 300 
of 100 points each from three judges’ 
sheets. The Trane Co. scored 
260 points. 


own 


score 
vighest with 
\ review of the winning exhib 
programs, and other excellent entries 
developed eight specific guides to po 
tent exhibiting: 
Objectives: Spend time devel 
oping goals for your exhibit. “Sell” 
is not in itself a sufficient goal. Con 
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SHOWMANSHIP... 


on the road! 


This Westinghouse Coach brings electrical control 

equipment right to the prospect's doorstep . . . demonstrates its uses, 
highlights its design, and dramatizes its features! 

Air conditioned for comfort, the coach is a self-contained unit. 

The selling problem... presenting a complete line... is solved 

by this direct merchandising approach. Flexible 

design permits regular conference presentation as well as 

individual audience participation. If you would like to put YOUR 


show on the road ... write, wire or phone today! 


PITTSBURGH 

477 Melwood St., Pittsburgh 13, Pa., MAyflowe 
NEW YORK 

516 Fifth Ave., New York 36, N.Y., VAnderbilt ¢ 
CHICAGO 


DETROIT 
810 Book Tower Bidg., Detroit 26, Mich 


1937 W. Hastings St., Chicago 8, lll., TAylor 9-44 


sider as a goal the position you should 
like your company to be accepted in 
your industry. In your objectives, 
include expanding into related mar- 
kets, increasing dealerships or, in some 
way, expanding the company’s opera 
tions. Put your objectives on paper 
and make them detailed. 

2. Management: Bring top man- 
agement into the picture early and 
fully. Show visitors are flattered to 
meet or at least see your company 
president in your booth, but it pays 
to bring in top brass before the show. 


tion is certainly a show manager’s job, 
but it’s the exhibitor’s, too. Show 
management will attract people; you 
want to attract special people—your 
customers and prospects. Don’t stint 
on advance promotion. Sell your sales 
force on selling the show. Every time 
you sell the show you sell a potential 
visitor to your booth—exposure to 
your product presentation. ‘Tie in 
your ads with the show. Send out 
invitations. You can’t do too much 
advance promotion. 

4. Personnel: Take pains in select- 


your experts are on hand. Be sure 
you train your men well in product 
demonstration. Assign hours and du- 
ties in advance. Permit no laxness in 
booth behavior, no loafing, no bull 
sessions. 

5. Training: Utilize your show as 
a training site, not for your beginners 
but for the oldtimers. Put salesmen 
through the paces in developing dem- 
onstration technique. Stage contests 
or in some way stimulate salesmen to 
perfect demonstrations. 

6. Extras: Let your exhibit pay div- 


idends with the extra services it can 
render, Let your president and other 
top brass invite special guests to a 
tour of the exhibit. It’s an ideal way 
to tell your story to stockholders, po- 
tential investors, banks and other 
financial houses with which you do 
business. 

7. Contacts: Don’t be satisfied to 
give away thousands of pieces of lit- 
erature and consider that sufhcient 
contact at a show. Make certain sales- 
men prepare W ritten reports on every- 


New York City THE GOTHAM 
New York Cty HAMPSHIRE HOUSE one they talk to at the booth. Let 
them make out reports on fair as 
New York Cry THE WARWICK well as good prospects. Sometimes 
On Upper Saranac Lake, N.Y. $SARANAC INN 
Philadelphia THE WARWICK 
Chicago THE BLACKSTONE 
Beverly Hills, Calif BEVERLY WILSHIRE 
Hollywood, Calif. SUNSET TOWER 
Miami Beach THE KENILWORTH 
Havana HOTEL NACIONAL de CUBA 
Panama City, R. P. EL PANAMA 


You ave covlially 
Snitlil ttimhMbiltiie lhe 
Sufieriox Services of lhe 
Tirkeby Group of Hotel 
Va Business Meclings. 


3. Promotion: Attendance promo- ing the right men. Make sure all 


Kirkehy Hotels 


nquiries from apparently unimpor- 
tant visitors turn out to be big pros- 
By insisting salesmen turn in 
reports on just about everyone, you 
insure not missing good bets. Why 
let salesmen make the whole decision 
on who is or is not a good prospect? 

8. Follow-up: This is the pay-off. 
Follow-ups make the difference in 
good or bad exhibit results. If reports 
are scrupulously made at the show, 
are carefully checked by the sales 
manager and sent on for checking in 
the field, you stand your only chance 
of winning the high stakes. Follow-up 
letters should go out to everyone who 
asked a question in your booth or 
who filled out a request for literature. 
Follow-up letter should invite further 
inquiry. It’s a good idea to have 
salesmen deliver requested literature 
in person if at all practical. It gives 
them an excuse for a sales call ; allows 
you to know quickly what caliber of 
individual was attracted to your 
booth and whether the show paid off 
tor you. 


pects. 


OMISSION 

General Exhibits & Displays, 
Chicago, was omitted in the list of 
sponsors of $2,500 in prizes for 
NIAA Industrial Exhibit Award, 
which appeared in April 1 issue. 
Six display producers cooperated in 
making the cash prizes available. 
In addition to General Exhibits & 
Displays, sponsors are: Devorn 
Displays Corp., Cleveland; Gard- 
ner Displays, Pittsburgh; Gardner, 
Robinson, Stierheim & Weiss, Inc., 
Pittsburgh; Hadley Displays, Buf- 
falo; «and Product Presentation, 
Inc., Cincinnati. 


Please Call the Kirkeby Hotel Nearest to You or Contact 
Convention Sales Department 
THE GOTHAM 
5th Avenue at 55th St., New York 19, N.Y. 
Phone: Circle 7-2200 
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CHICAGO'S FINEST MEETING ROOM 


r In our recent remodeling 
SOCACE program, a new function 
room floor was completed, 


The- Terrace Casino is Chicago’s finest! terraced, it pager ge parties of 
gives all a fine view of the stage. Private, with sepa- to hese rooms, 
; ; pre: 7 designed by the creators 

rate street entrance, adjoining bar and checking 
D6 Seay +t of the country’s finest ho 
facilities, easily accommodates 1000 persons. By tel interiors, actualize the 
day, your main convention room — By night, your ultimate in modern fur- 
banquet hall. Air-Conditioned. Write today for nishings, striking color, 
the Terrace Casino Brochure. luxurious fabrics, subtle 


TELETYPE CG 1685 ee 
WILLARD M. RUTZEN, General Manager i 


Morrison Hotel 


MADISON at CLARK e CHICAGO 


Convenient Motor Lobby 
Elevator Direct 
to-Room 


~“ABAKER hotel, Dallas, Texas 


Dallas’ finest Convention hotel, the BAKER 
is completely air-conditioned, plenty of 
exhibit space, radio and television in 

Guest Rooms and home of the nationally 
famous MURAL ROOM. 


AFFILIATED NAT‘'ONAL HOTELS 


ALABAMA 


TRICT OF COLUMBIA 


NOIANA 


In the heart of downtown Dallas 
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SCHOOL'S IN SESSION and 


Binswanger price-book parley. 


Even a Price Book 


Can Be Glamorized 


What can be duller than a price catalog as a sales meeting 


subject? Not much. But when you dress it up as Binswanger 


did with its "College of Product Knowledge," you have a 


three-day conclave packed with good humor and training. 


BY JOE NADLER 


Vice-President in Charge of Sales, Binswanger & Co.* 


\ price book is not the most Insp 
ng subject around which to build a 
ompan 'S annual sales necting 

Yet is many sales managers have 
tound, it can be a very profitable in 
vestinent in time and ettort to go 
through the price book in some detail 
with salesmen and discuss it) with 
them—to answer any questions they 
may have. 

At best, such a subject can become 
somewhat tiresome before it. is” fin 
ished. Salesmen are more or less ta 
milias with the book 


more about one section others abo it 


some know 


another section. Like a bitter-tast ny 
medicine, they mav realize it's good 
for them but they may not be too 
happy about taking it. So, a big prob 
lem is to “sweeten” up the dose to 
make it more palatable, 

With the idea that variety the 


*Richmond, Va 
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i sales meet ny, our compan 
i distinctly different pattern to 
s meeting each vear. Last vear ou 
meeting tormat was a national polit 
cal convention, with some leading 
product lines treated as “candidates 
tor nomination. (It was a landslide 
n popularity with salesmen who were 
“delegates” to the convention ) 
Selection of the price book as sub 
ject tor this vear’s meeting was a 
“natural. several vears’ use 
our old price books had become some 
what thumb-smudged and travel 
worn. And they were marked up 
with numerous corrections. We felt 
that it was time to produce a new, 
up-to the-minute price beaok, which 
with its clean, fresh appearance would 
have a good psychological effect on 
salesmen. We felt that the logical 
time and place to introduce and give 
the new book to each salesn an would 


be at the annual sales meeting. 
Among the things we expected to 
iccomplish by going through the price 

book with the salesmen were: 
|. To discuss construction features 
nd sales points of ear h product, thus 
idding to salesmen’s store of product 
knowledge. This would also bring to 
each salesman’s attention all of the 
ma products we handle and remind 
of ones he might have been 
rlooking in his daily sales. et 
Most salesmen vet in the habit 


selling certain ‘pet’ products and 


lect ng others. 


ae 
2. To familiarize salesmen with 
our methods of pricing and give them 
omplete pricing information. This 
would be especially helpful to the 
new man. 

3. To wrap up all information in 
such a way that it would give the 
‘packaged deal” 
on each product, tying in the pricing 
and detailed product information. 


handles very 


salesman a ment il 


Since our company 
complete lines of glass and building 
supplies, you can imagine that out 
price book is a mighty thick one—in 
fact, in volumes. We figured it would 
take at least three davs to vo through 
it with salesmen just hitting main 


points. 


Theme 


Next came the m + of making 
that three-day progran interesting 
enough so that salesmen wouldn't be 
tired out with the new book before 
it. As vou 
know, those meeting room chairs can 
take on the hardness ot vramte atter 


they had i chance to use it 


hours of sitting. Th Sis partic ularh 
true tor people as active as salesmen 
I: 1 , ‘eded an ovet all the 


me 
1 the one we de 


the meeting ine 
led would be most appropriate was: 
College of Product Knowledge.” 
\round this theme the whole meet 
ng was developed, with the idea that 
this was going to be i real shirt sleeve 
learning session at which = salesmen 
would “cram” all they could from the 
price book, 
“School days” flavor was plaved up 
s sent to the 


nterest 


n all advance mailing 
salesmen to build up thei 
nN the meeting. 
The program to the meeting was 
epared n the form of a colleg 


College 
with a banner-headlined front 


newspaper, “Binswange 
News,” 
page story on the meeting, the pro 
oram itself on the inside and college 
humor on the back page. Thought 
behind this was that it would not 
only create more interest but also 
mig be something salesmen might 
keep asa souvenl 

In keeping with the theme, th 
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° : FLY- EASTERN AIR LINES 


el _— | 


“T Ri y Ti PS” 


TRAVEL INC ENTIVE PROGRAM 


95% of the nation’s 
conventions are held 
in cities served by 


EASTERN AIR LINES 


st ADVANCED aiRLINERS \—7 
REAT SILVER FLEET / 


\ 


25 YEARS OF DEPENDABLE AIR TRANSPORTATION 


The Souths Langastand. Finest Hotel” 


INDIANA 


‘OUisian a 


NEBRASK , 
NEw MEXICg 
s 
SOUTH CAROLINA 


TEXAS 
F 4 , 


air mnditioned, 1200 all outside rooms, each with radio 
circulating ice water, servidors and modern furnishings. Enlarged Tulane Room 
now accommodate JO person ideal tor exhibits, large meetings and automobile 
show Massive service elevator and stage are additional fearures of the 
Tulane Room. 12 new meeting and banquet rooms to serve all size groups. Exquisite 
Cotillion Room for dining and dancing. New popular price Coffee Shop and NOTE ie VIRGINIA 
D1 Lake 


comfortable Cocktail Lounge. Conveniently located on Canal Street, near all downtown activitie 


GS. Apiliated National Hates 
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meeting room was set up to resemble 

a class room, with men seated at —— Ee 

tables. Decorations carried out this CLASSIFIED _| f BINSY REPORTS THE er 
theme. Along the sides were strung : vow | (OQ 

big “college” pennants of different col- 

ors, with names of products lettered 


on them, and at the back of the room ws “s = | 
| J el | 


were banners with such slogans as: 
“Binswanger Products are the Cham 
pions in their Fields!’ Above the mae on mae = 
hank 3 the aters, office es — rw oo — Lee, = mace mie 
arri ; g 1e, és RENT fe of lint 
buildings, business or pleasure while other signs beneath proclaimed: a 
from your WESTERN HOTEL, “Product Knowledge is Selling Pow | 
They are the leading hotels in er” and “Your Selling Key for '53!”" ; betwen 
15 Western cities and conven- 4 A “welcome” sign at the entrance “. 
iently located vight in the heart to College Hall directed salesmen 
at tain Miah tai Miabidihen em from the company’s various branches 
ne testes ae rene to matriculate as they entered. 


When they “signe 4 ‘lasses , 
HOTELS your choice. _ wey igned up for classe ’ ++ drop in INN...) 


they were given a mortar board to 
wear, with the college colors on it. COLLEGE HUMOR appeared on back page 
President Sam E. Binswanger and of “Binswanger College News" to play up 
other ‘faculty members” who took “school days" flavor of meeting sessions. 
part in the opening program all wore 
different colored caps and gowns, 
adding an authentic college flavor to 
the meeting. When classes began 
going through the price book section 


shops, 


ya reservations service 

é {ny Western Hotel will 
make reservations for you 

by “Toteletype” at any of the others 

without additional charge, 


LAO family plan 


QO) Children under 14 free 
abs Hotel 


*’ at any Western 


sions and answering questions. In 
this way, salesmen were brought into 
by section — salesmen were divided direct participation in the program. 
into panels of four or five. These Remembering the old proverb about 
panels took turns in leading discus what all work and no play did to 
poor Jack, we worked up a lot of 
“college stunts.”’ “These were inter- 
spersed throughout the whole three 
day program to pep up interest and 
highlight certain products. We drew 
For a truly upon a lot of “college talent” to take 
different meeting— part in these stunts. There were com- 
the sunny Southwest's edians and models, wearing various 


. appropriate costumes, including close- 
unique note . 
que hotel fitting sweaters with the college letter 


and short skirts, caps and gowns and 
in the West when vou so on. They portrayed in song, dance, 
have a Western Hotels sex appeal and comedy, advantages ot 

higher selling education that you do 


credit card, a P o" = : 
: e not find in the ordinary college class- 


sd . . ~ ¢ 1 
eseeams saaoee” : : ’ room. Audience participation stunts 
o* ° brought salesmen right into some of 
Uy . the acts. 


WESTERN HOTELS = al : = Like most good college courses, 


~ these wound up with examinations. 
S. W. Tuurston, President sare dou 2 - 

here was an examination period at 
the close of each day’s classes, with a 


when accompanied by parents, 


ihe tested recipes 
“ StL. This little mark on 


— your menu ts your guar- 
antec of delicious food. It means the 
recipe was created and tested in our 
Rese arch Ait hen nm San lh rancisco, 


i» credit card 


)ou're never a stranger 


* 
4 
1 
] 
t 
i 
| 
i 
' 
4 
' 
5 
e 
' 
a 
] 
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5 
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3 
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5 
a 
4 
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* 


oe 


Executive Offices: New Washington 
Hotel, Seattle or 160 Central Park ‘i ‘ 
South. New York City , prize given for the best exam paper. 


LOS ANGELES, Muy fuir Of course, this stimulated closer at- 


SAN FRANCISCO, Sir Francis Drake tention to the class work and encour- 
Maurice Say TE aged a competitive attitude, one of 
SEATTLE, a W agate 1e Land of Enchantme the things our company constantly 
enjamin rankiiu 
ee cere Mayflower seeks 
PORTLAND, Vultnomah, Benson f Arve ! S hotel ts ways, 
SALT LAKE CITY, Newhouse BES ogee eptine Aypeonane Our advertising agency, Cabell 
DENVER, Cosmopolitan Moyen iy fetes ember id Eanes, Inc., gave us valuable as- 
baa ~ oe — ig re sistance with the planning, prepara- 
WENATCHEE, Causcadian 1 hest f inting rou tion and Staging of the meeting, as 
BELLINGHAM, [eo pold : g. Skiing and Motor it has with our other meetings in re- 
WALLA WALLA, Varcus Whitman Trips t rims n | sank 
BOISE, Boise, Ovuvhee ruins 
POCATELLO, Bannock ‘ 
BILLINGS, Vorthern this meeting to our price book was 
PALM SPRINGS, Hote! The Oasis H most profitable and that results, sales 


to promote in many different 


cent years. 
It is our conviction that devoting 


oe TP Sew e eee FBS sees sseeeeetae, 


TT iirrriisiistitt ttt wise, will be felt for a long time. 
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' 


Let THE DRAMATIC WAY 


, ! 


be the gateway to... 


SAM JONES 


oe | - —  DRAMATIZED 
} SALES PRESENTATIONS 
Annual Meeting 


A TRX Co. 


BADGE THAT TALKS: A three-inch record can be made as 
a novel meeting badge with play-at-home message added. 


IRA MOSHER ASSOCIATES, INC. 
How Do Your anh 


THEATRE FOR INDUSTRY 
RA : > Sales — Distributor — Dealer Meetings 
eet I ng Ss @] ul n e Created—Written—Directed—Supervised 
THEATRE FOR INDUSTRY 
Offers 
The complete meeting package or creation 


Sound-effects recordings are inexpensive and yet do much = 2d _ Performance of any. single phase. 


Fresh approach, original ideas and pro- 
fessional handling. 


THEATRE FOR INDUSTRY 


Gives 


to dramatize speeches and entire meetings. Over 500 dif- 


ferent sounds and special music are on records for parleys. 


Four step planning to small or large, 
permanent or portable, office or hotel 
meeting. This includes all phases of 


. i , Creative Planning, Techniques and Tools, 
Based on an interview with Direction and Supervision and the Follow 


THOMAS J. VALENTINO 
Objectives are selected, format outlined 


President, Thomas J. Valentino, Inc.* and a theme developed. Speeches and 
scripts are written and edited, Visual tech- 
niques are selected, created and prepared. 
Special displays and scenery are designed. 
Meeting Managers and Professional Stage 
Directors are provided. Hotel arrange- 

The average meeting sounds awtul What most parleys need is more ments are made and managed. All pre- 

talk, talk, talk . . . and most sound—not more or loude1 speaking meeting, meeting and post-meeting de- 
tails are completely planned and super- 
vised. 


Through. 


speakers are as dramatic as a blob of not more noise, but dramatic sound. 
yogurt. Dramatic sound is so simple, so in 

To produce drama and impact, vis expensive to use, it should be a prime Why don’t you take advantage of the 
ual aids have been added to meetings. tool of every meeting planner. scope of specialized services we offer. Let 
us serve you in order that you may better 


a a he 
ake meeting a two-sensor'\ First in yout bag of tricks in the . - 
This makes meetings a two-sensor serve your organization. 


medium—ears and eyes. hut, what sound department is. mood music. 

about the first—ears 2 How much are Radio has been using the technique For further information write or call 

you doing about the sound of vou tor years. Hollywood and television 

con laves 4 ise it all the time. What makes you THEATRE FOR INDUSTRY 
It’s amazing how manv meetings get goose pimples and cling to your 

never consider sound as an important hair as the villain approaches the Ira Mosher Associates, Inc. 

element. Of course, meeting planners door? It’s mood musie, Mood musi 10 Rockefeller Plaza, New York 20, N. Y. 

are careful arrange sessions in can create suspense, stimulate enth Felephone CIrcle 7-5888-9 


quiet rooms, but why so quiet? Siasm, punctuate a speaker's delivery 1511 K Street, Washington 5, D. C. 
*New York City and can move an audience. It does Telephone Republic 7-8061 
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on radio, on TV and in movies. Why situation in the minds of your a Is situation alarming? What 
not at your meeting ? dience. No matter what situation vou kind of alarm would vou _ like 
Vlood music is ideal as background should want to create, there are sound: bells, 


burglar alarm, 
a speech. It helps to set a pace tor sound effects to help you. alls, 


siren ¢ 
speaker or entire program. It s the Is your company’s promotion pro Wh le mood music ind sound ef- 
gilt frame on a ~ re. gram really taking oft? Why not add fects lift a speec h or meeting trom 
Second item in your meeting sound the sound of an airpl ine take-off, You the dull 


monotony that many settle 
department is the fanfare. You can an even select the type ot take-oft nto, they are espe ally good for youn 
get as many as a half dozen tantares that fits best: Boeing bomber, five skits. What an amateur production 
on one record. One virtue of fan planes or tri-motor. lacks in talent, sound effects can coy 
fares is that you can't over-do it at a Is there something missing in sales . Use a few good sound effects and 


the audience is willing to forgive poor 
acting. 


meeting Lhe lend emphasis create presentations ¢ \ recording otatwin 


nterest and stir nayvination. engine plane with one engine Wiss 


Special sound eftects complete your firing is available. Your sales can 


There’s no end to the effects vou 
an have. One two-dollar record can 
have two to almost a dozen effects on 
it. Few ft anv, of the sounds you 
might think of can’t be found already 
NEXT CONVENTION YOUR ‘corded. Fron telephone sounds to 
MAKE YOUR machine fire. from crashing trees to 


baby cries, from rocket ships to ele- 


Whether you are holding a na , 
Zz plant herds, every sound you might 
tional, regional or district con : ; lat 
ise is available on inexpensive re 


vention, a sales meeting Or any 


sound depa tinent You can't beat Zoom, VOU Say, and an aircratt z001 


good s 1 effects to leveloping a an accompany your statement. 


rds. 


other type of group get together ‘ 
Records can be used for 


you can't pick a better meeting : more than 


sound effects. Sm: t e . 
sic tnsuue haar en ( nall, three-inch re 


Lakes Cruise ships the S.S WITH A ords have been used as convention 
‘ } oe leo . te : . 
North American or the 8.8. South badges. Delegates write their names 


American. Available on special GREAT LA nm the label and have a permanent 
charter for groups of 100 to 500 KES momento of the meeting. (A recorded 
message on tl 


g ie three-in vive 
during May, June and September CONVENTION ; h dise gives 
you post-meeting impact. ) 


Smaller groups carried during 


July and August. Write TODAY CRUISE If, atte checking a list of some 


for special literature and start 110 sound-eftec ts records with ovel 
NOW to plan your most success - YU separate effects, you can’t find 
alt daceeiieahaae b e just the one you want, vou can have 
t recorded especially tor you. n- 
portant to one meeting was the sound 
of an old-fashioned toilet, flushing. 
wasn’t in the sound-effects catalog 
but a recording was made for 


- —— ae . i 
<——_-—ae although it required days of sear: 


. 
o > it . oe ; . 
me ee eeu nwentee® __ locate one and record the sound. 
“ puoi 


pT Tweny hifth Anni * 
uwuve vv y «* vg ® t iT 
BUCKEYE UNION \NSURAMCE en oat eee 
~~ ee er *“ Ooward use oO SOUTIE at vour 
7 REASONS WHY neeting, here are three tips: 


CONVENTION 1, Use sparingly: You can over-do 
CRUISES sound effects with little effort. Don’t 
ARE SO aren A NVENIENCE ipecions Os try to have every door creak and shoe 

SUCCESSFUL BETTER A oi = ae. Everyone yom . ever. ge i squeak reproduced. It is’ better. to 

_ anneal . ri verandah cate have three important sound effects 

GREATER ACCOMPLISHMENT | eetew Mm 


Maximum attendance at mee 
No outside distractior 

NTHUSIASM 
MORE INTEREST pl 6. ™ eo , ; 
new scenes, sightseeing, ente ab er * ice 2. Try fanfares: For a psychologi- 
tainment rest = 


} . ’ al litt, use fantares. It is good for 
teaturé rat cost \ . 


than two dozen. Just because sound- 


ettects records are inexpensive, don’t 


v0 overboard. 


hore conventior ides outsid n audience and speaker. It puts more 
MENDLIER ATM " sa nd meetin fire into a speaker's opening words. 

FRIENDLIE ) , and é 

Helegate pt together. be » : ~ od extra It’s complimentary to the man at the 

better acquain podium. Use tantares often. 


Write TODAY to: GEORGIAN BAY LINE 3. No tunes: Be 


N. L. Chinnock M. L. Murphy W. R. Wingate Carter Judah = lection fy music. (Good mood music 
Foot of Woodward Ave 118 W. Monroe St Foot of E. 9th St 871 7th Ave., Room 208 does not have recognizable tunes. If 
Detroit 26, Michigan Chicago 3, lil Cleveland 14, Ohio New York 19, N.Y vou play popular or familiar music, 


a vou invite your audience to listen to 
D. E. Poste nderson the music instead of the talk or skit. 
205 Lackawanna Term 111 Union Depot VMeod an hold be neutral—t 2 
Buttalo 3, N.Y Duluth 2, Minn Dae oe we oe 
t “ wut a tune. 


caretul in your 


SM JULY | 1953 


GOAL WAS 25,000 VISITORS, 30% MORE SPACE SALES. Promotion drew 36,292 visitors, helped sell 50% more exhibit space. 


What Goes into the Promotion of a 


Successful Industrial Exposition? 


There's no easy road to exposition promotion. It requires 
a clear definition of purpose and many activities to make 
that purpose known to potential exhibitors and visitors. 
Here's how the Tool Engineers Show topped all its goals. 


BY HARRY E. CONRAD 


Executive Secretary, American Society of Tool Engineers 


What makes an industri sound and eftective. 
tion a success ? takes promotion 
xhibito pproy ; Visitor | months, even years ahead ot actual 
pro il. \position dates. Promotion of the 
How do you ybt in f 1 type tl if Wins recognition I Its 
provals? romotion if honesty effectiveness and pu 
ding hat ron I itions quality. 


SM !'ULY 


This spring, in Washington, D. C., 
American Public Relations Associa 
tion awarded a certificate for “excel 
lence in promotion’ to American So 
ciety of Tool Engineers for its 1952 
exposition. ‘This marked the first 
time a national technical society had 
ever been honored in’ this manner. 

lL hree tundamental points were the 
basis of the efforts that resulted in 
the society's most successful exposition 
and the rare award. ‘They were: 

1. A specific purpose for the ex 

position. 

’. Making that purpose cleai 
everyone who could benefit 
exhibiting 

3. Making that purpose clea 
everyone who could benefit 
attending. 

Any promotion departing 
those three tundamentals misses 
target. Consequentl iny promotion 


tressing and adhering to those fun 
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An Outstanding Convention! 
at the BIG. hiyal York in 


Metropolitan Toronto 


p 
a ne 


- 
— 


= 


S4AA ABA BAAD 


lamarererers Wines. 


2pm) 


7 


ae . 


* 


CRO aR ees Ret, 


- 


Sigal 


1200 comfortable radio-equipped 0, 
rooms... spacious Convention Hall 

luxurious Banquet Hall with stage and 

organ... Ball Room...exhibit, meeting 

and secretarial rooms 16 and 35mm 

sound movies and trained operators 

portable P. A. system. 


Only an overnight trip from many 
U.S. business centers, the largest 
hotel in the British Empire welcomes 
big conventions! Grand location in 
Canada’s industrial metropolis...in 
the center of Toronto's business, 
theatre and shopping districts. 


Fad 


TORONTO 


¥ A Friendly 
For relaxation, name bands and Canadian Pacific Hotel 
entertainers restaurants and coffee 
shop that serve superb meals. And 
always, Canadian Pacific's thoughtful 
skilled service. 


Convention Manager handles all details! Write Royal York, Toronto, or 
Canadian Pacific, 581 Fifth Avenue, New York 17, N. Y.; 80 Boylston St, 
Boston 16, Mass.; 39 South LaSalle St., Chicago 3, IIL; Convention Traffic 
Manager, Room 801, 1117 St. Catherine St. West, Montreal, Québec. 


damentals hits the bullseye. These 
same fundamentals are to be fol- 
lowed again in promotion of the 1954 
ASTE exposition scheduled for Phil- 
adelphia in April. 

Specific purpose of ASTE expo- 
sitions is the advancement of tool en- 
gineering knowledge with exhibits 
that are of educational value and 
show the exhibited industrial equip- 
ment or processes to best advantage. 

That the shows have had a re- 
markable impact on building sales 
tor exhibitors does not in the least 
alter the basic ‘‘educational” approach 
since the people being “educated” are 
identical, actually, with the potential 
buyers of the equipment exhibited. 

At the 1952 show, according to a 
survey made by John T. Fosdick As- 
sociates, New York City, more than 
24,000 of the 36,292 registered vis- 
itors actually bought industrial equip- 
ment or processes or recommended 
purchases as a result of attending the 
exposition. “The same fact is proof 
of the visitor approval given the ex- 
position. 

What were the objectives of the 
promotion? What were the results? 


OBJECTIVES 


1, To increase exhibition space sold by 
30% over the 1950 exposition. 

2. To boost registration from 18,000 in 
1950 to 25,000 in 1952. 

3. To achieve increased recognition for 
ASTE through its annual meeting and ex- 


position. 


RESULTS 


1. The increase totaled 50% and all 
available exhibit space was sold three 
months before exposition opened. 

2. Actual registration totaled 36,292— 
more than 11,000 over goal and double 
1950 total. 

3. The Society achieved a recognition 
and respect far beyond that anticipated. 


From the case histories of the 1952 
ASTE exposition promotion, cz 
gleaned the steps necessary to secure 
such exhibitor and visitor approval. 

Complete responsibility for promo- 
tion of the 1952 ASTE exposition 
was given to Denham and Co., De- 
troit, industrial public relations coun- 
sel and advertising agency. 

I-xhibitors at previous ASTE ex- 
positions were given the opportunify 
to make priority space requests ahead 
of the official announcement of the 
1952 exposition. They, as well as 
other potential exhibitors, later were 
advised of the plant modernization 
plans current in U. S. industry, in a 
booklet that summarizes findings of 
an ASTE survey, made under Den- 
ham supervision and planning, on 
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Promotion Volume for 1952 ASTE Industrial 
Exposition 


If it’s a matter of 
CONVENTION 
C20 


is in the know! 


| (arr om 
may | 


114 separate publicity stories written and reproduced. 
. 28,500 copies of publicity stories mailed. 
. 225,000 stickers for exhibitors to use on their own letterheads. 
4. 20,000 booklets presenting exposition facts on three surveys. 
. 593,500 badge labels produced and mailed. 
. 232 special “home town” stories for technical session speakers. 
. 35,000 copies of ASTE annual report. 
§. 20,000 copies of 504-page exposition guide. 
. 6,000 exhibit space application forms. 
. 35,000 carry-all envelopes. 
. 6,000 exposition regulation booklets. 
. 6,000 floor plans for prospective exhibitors. 
. 35,000 panel discussion question forms. 
. 35,000 hotel reservation application forms. 
. 20,000 membership booklets. 
. 500 kits containing floor plans, space applications, exposition regulations, 
hotel reservation torms distributed abroad by U.S. Department of Commerce. 
7. 6,500 names of top executive and administrative personnel in metal-working 
industry compiled for special mailing list. 


[vnsNn HOT SPRINGS 


an [WHITE SULPHUR SPRINGS 
invita I] [|| 


‘These invitations were distributed 
WLLIAMSBURG 


plant modernization plans. “he same admit visitors by 
had the tool 


engineers to be the single im 


C\poOsi tions 


survey clearly disclosed tion only. 
most 
portant group of executives in regard — by the Society membership and by ex 
hibitors prior to the exposition week 
‘They were produced in 
makes it 
invitation to be 
the ex 
Badges for members of the 


to the specifying and purchase of new 
processes. n Chicago. 
that 
section of the 


equipment o1 


independent a torm easy for one 


Rathmell, 
Uni tor the registration badge at 


Findings of another 
survey—made by J. M. 
Wharton School ot 


versity of Pennsylvania, 


used 
I: nance 


on sales com position, 


1950 show trade were ready and waiting 


pleted as a result of the 
book- 


let sent to prospective ¢ vhibitors. ‘This 


were the topic of a second 


disclosed that three out of 


1950 


survey 


rou exposition Visitors bought 


something as a result of attending 
the exposition. 
First 


terest was evidenced when more 


exhibitor in 
than 
200 priority space requests were re 
ceived by the Society before the 1952 
exposition was officially announced. 

With official announcement of the 
mid-195] 
demands resulted in an 
‘I his enabled the 
to be changed in 


indication oft 


exposition in exhibit space 
early sell out. 
promotion 
Originally 


it had been planned to advertise ex 


program 
slant. 
tensively in an effort to reach poten 
tial exhibitors, but when this became 
scheduled advei 


unnecessary tisements 


were changed to appeal to potential 
show visitors, 

Exhibitor approval, of course, was 
not achieved by simply selling out ex 
hibit Full achievement de 
pended on creating interest in at 
tending in the and tool 


space. 


top executive 
engineering segments of industry. 
In orde: assure top quality in- 


dustry representation and to give ex- 


hibitors more time to talk to people 


who mean sales, ASTE industrial 
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press 
for them at the exposition press room, 

Visitor approval was needed to in 
How was this obtained ? 


i¢ SLICCRASS, 


ssentially wha Was needer Was 
I II hat led 


an understanding of the 


specific pul 
You need to 


attending the eX 


pose ot the e\position. 


create interest in 
the visitor must know ahead 
what 
benefit by attending. 
Indicative of 


the 1952 ASTE 


from the 


position 


of time in way he is going to 
approval of 
this 


survey 


Visitol 
eXposition is 
statement Fosdick 
summary: 

s personal ob 
they 


seen. 


‘From this writer 


servation of the Visitors, 
about the 


ibout 


were 
Just 
Infent mn 


‘busiest evel 


evervone was ver\ 
seeing everything possible and demon 
business-like 


seem to be the 


real interest. 
didn’t 


of ‘literature-grabbers.’ ” 


strated a 
‘| here 
number 

Ihe tact that more than 68% of 


the \ isitors 


usual 


made ol recommended 
result of their at 


proot ot the 


1 
p irchases as a 
tendance is convincing 


expositions “visitor approval. 


How do you get top executives 
id engineers interested in taking time 
m their myriad du attend 
industrial exposition ? sy use of 


direct mail, 


ties to 


trade publication adver 


Rites for the choice convention 
spot? Then send your convention 
men to any of these perfect meeting 
places, and you can be sure they'll be 
“sitting pretty.” 
Each resort offers superlative serv- 
ice, hospitality and convenience. 
C & O's efficient travel experts will 
contact 
maxi- 


plan schedules 
promote 
attendance, And 
your delegates are en route, 
they will comfortable C&O 
travel, courteous C & O service. 


help you 
CONVCNTION-Locrs 
mum convention 


onc 


cnyoy 


For help with all your convention 
problems write John G. Metz, Man- 
eger of Sales, Passenger Traffic 
Division, Chesopeake & Ohlo Rall- 
way, 711 Fourteenth St., N. W., 
Washington 5, D. C. 


CHESAPEAKE & OHIO 
RAILWAY 


tising and trade paper stories, as 


PA Ti N well as a host of other promotional 
Rhein } efforts, interest in attending the ex- 

OSsITIO iS Crez ed. 
By Gale Dorothea VOTE HERE en e : ap ne _ 
ios Miss Rheingold 1952 “ - ealizing the effectiveness of direct 


Ihe good news is that mail is dependent on reaching the 
the low cost automatic people for whom it is intended, Den 
( > Doo ‘4 . : ° 

ardboard book previ ham & Co. compiled a special list of 


more than 6,500 top management and 


ously available only to 
large national adver . ; 
tisers is now available to all administrative executives in the 


users of point-of-purchase ad- metal-working industry. After com- 
vertising pilation, the list was again checked 


This “Turning Book” has been tor possible errors. It was found to 
used exclusively by three major 
idvertisers Rheingold Beer, ; — . 
Schenley Liquors, and Crosley For executives on this list a special 


be over 99% correct. 


rv Sets 2: nr lirect mail piece was developed and 
Einson - Freeman, creators of produ ed. Accompany ing the spec ial 
the Book, have now named : ? niece ; or > -e 
Gale Dorothea VW, hanisms low cost eye-catching automatic page turner po was a px rsonal note, produced 
¢ Ne , : ° : ; ‘e » { ‘ 
largest makers of lanai animator with its eight For details, or sugges- on his business card, trom the AS I } 
mechanisms in the country, as ‘“!4¢s of copy may tions, write us now. national president. 
sole distributors in lots of 1 prove a most effective GALE DOROTHEA It is interesting to note this from 
to $00 technique MECHANISMS, INC. | 
If you wish to get readership, Here is a real oppor- The Supermarket of 
the point-of-purchase, of a tunity to be first in) Animation,” Elmhurst, 


the Fosdick survey: The largest 
single group in attendance at the ex 
position was from the top manage- 


series of short messages, this your field with this Long Island, N. Y gk : : . 
nent and administrative executives 


rroup. Second largest was trom the 
‘ngineers. 


‘Theme of the exposit ‘Tooling 
ur next convention — heme of the exposition ool 


For yo for Security’’"—was stressed in all 


CRUISE T idvertising and publicity after its an 

0 nouncement in December, 1951. 
ASTE made a survey of its mem 
bers to determine the current needs 


of U. S. industry with regard to ma 
chine tools, cutting tools, machine 


ontrols, inspection equipment and 

materials handling equipment. Using 

aboard the S. S. FLORIDA the facts disclosed by this survey, it 

Highlight your Havana meeting with a was possible to write — les of trade 

delightful overnight cruise from Miami and news publication stories for re 

on the 500-passenger S.S. Florida. Wonderful lease from January 8, 1952 to Feb 
extension to Miami-Miami Beach conventions ruary 19. 7 

too. Round trip includes 4 meals in os ; 

air-conditioned dining saloon, all outside Months ahead of exposition time, 

staterooms, entertainment. $47.00 plus taxes. correspondence and personal confe: 

FOR CONVENTION FOLDER, WRITE: ences with publishers of leading trade 

magazines were started concerning 

special ASTE show issues. Publish- 

P&O S.S. CO., : ers and editors were kept up to date 

Box 1349, Miami, Florida ; on signing of exhibitors, exposition 

; plans, program plans and_ changes, 

fx and show publicity. As a result of 

MIAMI © HAVANA "Whig : this intensive promotion work far 

; aa ahead of the exposition week, |4 lead 

ing trade publications published 


‘ ] \ special ASTE show issues. Numerous 
‘ other publications published — specia 
— © AS 5 
\ XK) . \\ 
\\ 
\ 


Convention Hotels ichieved by having more than 36, 


QUO register at the exposition. Next 

step im gaining visitor approval is 

to help them get the most value out 

on the Boardwalk of — _ they have available fo: 

attending the exposition. 

ATLANTIC CITY Concentrated attention to this 

50,000 square feet of exhibit space on one floor problem resulted in the development 

Private meeting rooms accommodate up to 1000 personse and production or Ww hat is believed 

700 luxurious outside rooms « Closest to Convention Hall to be the most complete exposition 

Write for Brochure or Telephone Atlantic City 5-414] guide ever given visitors at any in 
dustrial exposition. It was so con 
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plete that today, more than a vear 
atter the exposition, reports continue 
to come to ASTE of top management 
and administrative executives who 
keep the guide on their desks as a 
handy purchase reference for indus 
trial machinery and processes. 

What made this 504-page pocket 
size guide so valuable? Its 54 page 
cross index, list ng exhibitors alpha 
betically by products and by booth 
number. Each exhibitor also had a 
separate page with a list of products 
and personnel in attendance at the 
exposition. Space was provided for 
the making of notes by the visito 
in connection with each exhibit. 

With the exposition v ride, the VIS 
itor received a large carry-all envelope 
that had the floor plan of Interna 
tional Amphitheatre 


Related Exhibits 


In connection with simultaneous 
technical sessions of the ASTE an 
nual meeting. lists of the exhibits that 
related to the topics of the session 
were distributed at each session. Thus 
interest created by discussion of an 
industrial problem or process was im 
mediately translated into a desire to 
see related exhibits. 

Personal contact was established 
with the Chicago newspapers, wire 
services, radio and ‘TV © stations. 
Recognizing the inherent disinterest 
of these media in industrial exposi 
tions, Denhan epresentatives ap 
proached them with news-worth 
items only. 

On the dav betore the exposition 
opened, two Denham representatives 
visited every exhibit. \ Polaroid 
Land camera was used to make pr 
tures of news-worthy exhibits. Next 
morning these pictures were person 
ally shown to ne wspaper editors and 
radio and TV program directors. In 
their own ofhces in a matter of min 
utes these editors and directors were 
able to see for themselves what they 
wanted covered at the exposition. 

Special radio and TV programs 
resulted. Every issue ot Chicago 
newspapers car! at least one pho 
to storv, and ften more, on the 


eXposition. 


Concentt ition on three tundamer 
als—specific purpose clarifying it 
to exhibitors, clarifving it to visitors 

resulted in achieving mcreased 
recognition and respect sought for the 
Society. Membership bounded up 
Wa ds atter the exposition. 

| xhibitor 
proval. 


Win then 


ful indust 
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SHO-FLOOR 


THE INTERLOCKING RUBBER TILE 


DESIGNED SPECIFICALLY FOR EXHIBIT FLOORS 
CAN NOW BE PURCHASED DIRECT, OR 
THRU YOUR LOCAL EXHIBIT MANUFACTURER 


BEAUTIFUL—DURABLE-—RESILIENT 


BANISHES SHOW FATIGUE Visitors in your booth and your per- 
sonnel manning it will appreciate the comfort of Sho-Floor’s '4’’ cushion 


of restfulness under foot. 

EASY TO ASSEMBLE, DISASSEMBLE AND SHIP 24” or 8” 
Sho-Floor blocks in a wide selection of colors with beveled binding edge, 
will fit any floor space. Metal shipping containers protect Sho-Floor 


for repeated use. 


WRITE FOR DETAILED BULLETIN AND PRICES 


SHO-FURNITURE Upholstered, collapsible 


chairs — vinylite covered in a selection of colors. Legs 
snap out. No tools required to set up. Packed in 
sturdy shipping case. Rugged, comfortable, beautiful. 


Also available through your local exhibit manufacturer. 


EXHIBIT BUILDERS NOTE: Here’s an additional source of profit and service you can 
render your clients requesting Sho-Floor and Sho-Furniture. Write for particulars. 


“AIDS, inc. 


53 PARK ROW NEW YORK 38, N. Y 


“put it on tape” 


Busy executives are learning the 
value of keeping permanent records 
on Soundcraft Magnetic Recording 
Tape. Important conferences, sales 
training talks, speeches by absentee 
officials — these and many more 
can be recorded with ease, played 
back any time, any place. 


Tape recording is an integral part 
of modern business. Soundcraft 
Magnetic Recording Tape assures 
you of the utmost in durability 
and fidelity. 


Convenient Way to 
File, Store Reels 


SOUNDCRAFT 
TAPE-CHEST 


sounocmar’ >  « SOUNDCRAFT 
TAPE CHEST 


== ==. 
=a 


Save time, save space — with the 
Soundcraft Tape-Chest. Compact 
five-drawer unit lets you pick the 
reel you want at a glance. Keeps 
reels in one place, safely, neatly. 
The Tape-Chest is yours at no extra 
cost with the purchase of five reels 
of Soundcraft Tape. 


For information on 
Soundcraft Magnetic Recording Tape, 
write: 


REEVES 


SOUNDCRAFT 


CORP. 


Dept. C, 
10 East 52nd Street, 
N. Y. 22, N. Y. 


Fradutte (ov Plonaous 


| Portable Lamp: When a part of 

| your displayed product requires ex 

| tremely close inspection in order to 

| be fully understood or appreciated, 

| Stocker & Yale has developed a port 
able, fluorescent lamp that can be 
used with or without high intensity 
magnification for this purpose. Vis 
itors to your booth can easily view 
even the smallest, most intricate piece 
of equipment. 

The unit offers intense, glare-free 
white light, eliminating the objection 
of heat, and can be equipped instantly 
for ultra-violet radiation. Lamy is 
rated at 7,500 hours of life. 


Portable Recorder: If you want to 
get reactions to your exhibit from vis- 
itors at a trade show without writing 
down comments in long hand or be 


ing encumbered by heavy recording 


equipment, Ectro, Inc. has placed a 
completely portable tape recorder on 
the market. It is equipped for record- 
ing, playback, erase, monitoring and 
battery recharging and is all housed 
in one unit. 

The push-button microphone can 
be used for recording, playback and 


to start and stop the unit, eliminating 
the need of the operator carrying ex- 
tra equipment. He can roam about 
freely and alone, needing no one else 
to help carry or set up equipment. 

The tape is of a conventional type 
and size, and may be played back 
over almost all makes of tape record- 
ers. The battery can be recharged 
directly from the Cub Corder acces- 
sory charger by connecting it directly 
from the recorder into an automobile 
cigarette lighter outlet. A monitor 
jack socket outlet enables headphones 
to be used for playback purposes or 
for listening as one records to deter- 
mine correct volume setting. 


BEE LINE 


ansroe 


Write-on-it Tape: Instead of giv- 
ing away matches at your exhibit, 
you can now give away tape, pre-cut 
to convenient label size, on which you 
can write with any blunt point. The 
labels are placed in a ‘‘matchbook”’ 
cover. You can write on the tape- 
labels and, when removed from a 
backing sheet, they will adhere to any 
smooth, dry surface. 

Writing is not on the surface of 
the tape, but actually appears beneath 
a transparent outer layer of tough 
plastic. This outer layer protects the 
writing against smudging, grease, dirt 
and most liquids. 

Pressure of the writing instrument 
alone brings out words. Writing 
stands out in a dark color against 
white and high visibility in dim light 
or against dull backgrounds is ob- 
tained by narrow border bands in 
strong colors. 

The front of the “matchbook”’ cov- 
er can be used for your company’s 
identifying trademark, emblem or 
message. 
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of the South and Southwest” 


AFFILIATED NATIONAL HOTELS 


Hotels Galvez, Buccaneer, Jean LaFitte and 

Coronado Courts, ideally located in the Gulf Coast 

favorite resort city, are completely modern and com- 

fortable in every respect. Host to many national con 

ventions in excess of 2,000 delegates, these convention 

wise hosts offer unmatched facilities for meetings of 

every size. In addition to meeting rooms in the hotels, 

the fabulous Galveston Pleasure Pier has exhibit space of 36,000 
square feet with complete utility service, and the beautiful 

air conditioned Marine Room with maple dance floor, carpeted 
a. large stage. public address system, projection 

. . perfect for convention meetings, banquets 

and dances "Copeten for dancing—2,.000 persons, for meetings— 
OO persons. For leisure pleasure, Galveston has 32 

miles of sparkling beach and surf in addition to golf courses, 
tennis courts and exciting night life 


AFFILIATED 


ALABAMA 
HOTEL ADMIRAL SEMMES Mobile 
HOTEL THOMAS JEFFERSON. Birmingham 
OISTRICT OF COLUMBIA 


MOTEL WASHINGTON Washingtor 


INDIANA 
MOTEL CLavPOOt 


LOUISIANA 
IUNG HOTEL 
MOTE DESOTO 


NEBRASKA 


NEW MEXICO 
HOTEL CLOVIS 


TEXAS 
HOTEL STEPHEN — AUSTIN 


MOTEL MENGER 
ANGELES COURTS 


VIRGINIA 


SOUTH CAROUNA 
HOTEL WADE HAMPTON 


HOTEL MOUNTAIN LARE = Mountain Lobe 


Columba HOTEL MONTICELLO Nortets 


NATIONAL HOTELS 


Atmosphere a i the Difference / 


It’s those little intangibles that make the big difference in a 


successful meeting . things that even the finest program- 
ming doesn’t provide. So it is with the famous “Gulf Coast 
Atmosphere,” that “extra something” that has, for many 
years, given meetings the spark that means greater success. 


THE MARKHAM, 
Gulfport, Miss. 


EDGEWATER. GULF HOTEL 
© Edgewater Park, Miss. 
100% Air Conditioned @ Right On the Gulf 
Conventions Welcomed During All Seasons 
12 Acoustically Perfect Meeting Rooms. Private Dining 
Rooms & Banquet Hall. Our 600 Acre Estate-Like Grounds 
include a Championship 18 Hole Golf Course, 
and a Private Swimming Pool. 
Parking Space for 1,000 Cars. 
Convention Details Handled Through One Office 
Assuring You a 
Smoothly Functioning Meeting With a 
Minimum of Effort on Your Part. Address Inquiries to 
A. P. Shoemaker, General Manager. 


200 Delightful Guest Rooms 
Air Conditioned Meeting Rooms 
Well Trained Cooperative Staff. 
Complete Recreation Facilities 
Make the Markham Your Choice For An 
Ideal Combined Convention and Vacation. 
Address Inquiries to Frank Fagan, Mgr. 
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MS VESTER ASSHV. 


SRNA Tc oa 
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APPROACH WITH CAUTION. Congressmen can make or break a meeting. 


Want a Congressman 
To Speak at Your Meeting ? 


Before going on the trail to capture one of 435 Representa- 
tives or 96 Senators for your conclave, make sure you're 
calling on the right man. Some are out to get headlines 
that won't sit well with your group. Most like to be paid. 


With eves of the entire world on 
Washington, it is not strange that 
program planners turn to our nation’s 
capital when they start lining up a 
list of speakers. And with 435 Repre 
sentatives and 96 Senators making up 
Congress, all of whom won the 
places—partly, at any rate—by oral 
would think that 
Capitol Hill would make a fine hunt 


ng ground tor association executive 


persuasion, one 


n search of a name. 
go on the trail, make 
up vour mind what vou want. Are 


Betore vou 


vou interested in yetting somebody to 
rrab headlines with a 


Spee h at vou opemng meeting, some 


rip-snorting 


body to give an inspirational talk at 


your closing banquet, somebody to 
tackle an industry problem on a panel 
discussion, or a man who ean sit down 
with a working committee? All of 
in Congress, but few men 
in fill all roles. It is fine to have the 


name ot a Congressman on your pro 


them are 


gram but it isn't enough. It must b 
right man in the right job. 
lt you want a notable, but not 


necessarily pertinent speed h, then get 


56 


the man with such a reputation ¢ 
gardless of his specific field of inte: 
est. Such a man has a stock of good 
speeches, and he has a knack of cre 
ating a new title, or telling a good 
anecdote to tie his standard speech to 
your group. He is the kind most like 
ly to get you headlines, but you must 
be careful. He mav be using vou for 
i springboard onto the front pages 
ind the headlines may turn out to be 
the kind you'd rather not have tied 
ip with you. 

It is a little harde 
solid speaker who can add some meat 
to your program. But if vou do, it 
will be a notable contribution to vou 
ndustry. This 
type ol speake1 is not usually the one 


to find a goo 


issociation and vout 


that gets the headlines, so he may not 
be too well known to the general 
It may take a little digging to 
incover him, but it’s worth it. He is 
the man who has made himself a: 
He will be active on a con 


public. 


expert. 
mittee, but rarely will have achieved 
a chairmanship. In his field, he is 
tops, and can be a stimulating factor 
To find hin 


im any serious session. 


read the proceedings ot the hearings 
of committees close to your industry, 
or follow the debate on key bills. 
Better vet, talk to anybody who has 
kept a close eve on the Hill, like the 
Washington correspondents of your 
trade papers. Ability is respected and 
ecognized on the Hill, even by bitter 
opponents. This is the tvpe of speak 
er that men like Harold O. Smith, 
Ir.. U.S. Wholesale Grocers Associa 
tion, goes after when he is lining up 
a schedule of speakers, rather than 
the better known headline-grabbers. 
Now that you’ve defined the spot 
and have picked a man whom vou’'d 
like to see in it, go after him. This 
an be done through mutual friends 
but that isn’t necessary. A simple 
letter of request, provided it has all 
information, will get 
esults. Tell him where and when 
vou are meeting. purpose ot the meet 


the necessary 


ng and what role you would like him 
Unless he knows you well, 
tell him about vour assoc lation and 
ts membershin. How many 
will attend to hear him and who they 


to play ° 
people 


ire. 
There is no central speaker’s bu 
eau through which vou can approach 
Congressmen or get one assigned to 
vou. During election campaigns, po 
litical parties set up bureaus and do 
fill requests, but thev must be related 
the election, and few associations 
are to be accused of political. activity 
that directly 
nake all 


agent or 


Some Congressmen 
arrangements through an 
If that is 
ue of the man you have selected 
about it. He will let 


ou know right away. 


1 lec ture bureau. 


don’t worry 


Fee Is Troublesome 


The matter of a fee is alwavs a 
troublesome one, but it is better to 
have it clearly understood before 
things develop too far. Most Con 
gressmen expect to get paid for speak 
ng, so vou had better be prepared 
Since bargaining is unpleasant, and 
also a threat to mutual good will, 
most association exer uftives, as well as 
most Congressmen, would rather not 
bargain about fee. You know vour 
budget better than the Congressman 
so why don't vou tell him in your 
request what vou have set aside as a 
speaker’s fee. If it isn’t enough, he 
will tell you, and you have the option 
of increasing your allotment or get 
ting another speaker. In either case 
t isn’t conducive to hard feelings. 
Fees vary widely. Some of the fac 
tors are: importance ot speaker, in 
portance of audience or occasion, put 
pose of meeting, and amount of 
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“To ands across al, Canada 


TCA schedules fast and frequent flights from 
manv US. cities. Take advantage of the speed 
and convenience of this dependable travel service 
for vour Trade Shows or Conventions. 
TCA will. gladly eniae your committee on all travel matters 


connected with their promotional or entertainment plans. 


Special fare reductions available for group travel 


TCA Offices 
SEE YOUR TRAVEL AGENT Clevelond 
OR NEAREST TCA OFFICE New Yc 


in addition to its U.S. and Canadian 


ai NEA eine ies. coqulerly TRANS-LANADA /.. /. 
imagen to “emt i Europe, to manne pag ey SH VM" WHEC$S 
Bermuda, Nassau and the Caribbean. Transcontinental 


Y you are looking for an exotic background, luxury 

facilities and an environment distinctly different . . . 

one that will insure the immediate success of the occasion . . . whether 
it is for a particular group, a meeting or a convention . . . then select 
the British Colonial, here in Nassau, loveliest island in the Bahamas 
The New World's most fascinating “Old World” town, colorful streets, 


flower-decked houses, ancient forts and native markets that will add to "OW TO REACH: Thy ai itish Over- 

‘ Airways (B.O.A CC.) direct from New 

the enchantment of the business holiday for your entire group. York to Nassau. OK by plane or train to 
Miami and Pan American World 


Airways or B.O.A.C. to Nassau; 
RECREATIONAL FACILITIES LIQUOR FACILITIES: Complete ee ae ee 
Go.LF-—Guest privileges at Bahamas . S.8. Nuevo Dominicano Miami 
J oO LAS ; Se 
Country Club, 18 hole course. SwWIM- CONVENTION SEASON: Groups can Nassau, and Cruise Ships 
be handled to January 15 and after from New York to Nassau 
MING—large outdoor pool on grounds 


March 15 to September Ist Cunard and Furness Lines, ete 
and surf bathing from private beach on 


hotel grounds. RIDING, DEEP SEA FISH CAPACITY: Sleeping accommodations 
ING, WATER SKIING (instructor), SAIL for 400 
BOATING. DANCING (nightly). 
UNITED STATES REPRESENTATIVES 
. ROBERT F. WARNER, INC 
SETING J S 

ME TING & BANQUET ROOM NEW YORK—588 Fifth Ave —JUdson 6-5500 

Several rooms of varying sizes avail BOSTON—73 Trernont St —LAfayette 3-4497 
tee able for private meetings, lun: heons CHICAGO—77 W Washington St —RAndolph 6.0625 
9,8 and dinners, taking care of up to 400 WASHINGTON—Investment Building— Republic 7-2643 


& British Colonial Hotel 


Reginald G. Nefzger, General Manager NASSAU, BAHAMAS 
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WHICH WAY 
ARE YOU 
GOING TO DO IT? 


Sales Meetings can be hard 
work or they can be easy. They 
can take hours of preparation, 
or be wrapped up easily. They 
can be just talk, or interesting 
and result-producing. 

Which way are you going to 
do it? 


Why not do it the easy way? 


The way that relieves you of 
many hours of preparation. The 
modern way that is being used 
by many major companies. 


Hold your next sales meeting 
the AGGRESSIVE SELLING way 
. .. An outstanding sound slide 
program covering: 


@ “CREATIVE SELLING” 
@ “THE ATTITUDE THAT 
GETS BUSINESS” 
“WHAT DO YOU 

SELL?”’ 
“BY-PASSING SALES 
RESISTANCE”’ 

“ARE PROSPECTS 
DIFFERENT?” 

“PRIDE IN PRICE’ 
“CLOSE ISN'T 
CLOSED” 

“HUMAN RELATIONS 
IN SELLING” 


You may obtain a preview 
without obligation. 


Write Dept. F for details. 


WESTEN - WILCOX 


6108 Santa Monica Bivd. 
Los Angeles 38, Calif. 


litical hay to be made. If your Con- 
gressman feels that his appearance at 
your meeting will do him good, he 
may reduce his fee correspondingly. 
Ihus good radio or television cover- 
age of his speech might be a factor. 
his is one of the reasons why a Con- 
gressman will be somewhat more 
anxious to speak if the audience con- 
tains a large number of his constitu- 
ents. His anxiety may be reflected in 
a lower fee. 

Inviting a Congressman from the 
area in which you are meeting has 
another advantage. Many association 
officials have been concerned over last- 
minute cancellations of speaking dates, 
and some have felt that such cancella- 
tions have hurt badly. P. L. Baldwin, 
National Association of Mutual In- 
surance Agents, for example, has said 
that his association has sworn off in- 
viting Congressmen, having been dis- 
appointed too often. 

Disappointing as such cancellations 
are, they are unfortunately one of the 
hazards of inviting Congressmen. 
Their first job is in Congress, and 
speaking engagements must come sec- 
ond. The late Senator Vandenberg, 
for example, would almost never ac- 
cept a speaking date during a Senate 
session. He felt it wasn’t fair to his 
constituents to absent himself from 
the floor. The only exceptions he 
made were for causes in which he 
believed, never for personal gain. 
While there may be few with such a 
rigid sense of duty, nevertheless pres 
sure exists to keep Congressmen in 
Washington. In this session, with 
close division between parties, pres 
sure will be especially great. Few 
members of either party will wish to 
be away during any of the crucial 
votes—and there will be 
them. 


many ot 
Pressure both from their con 
stituents and their party leaders will 
be tight, and will continue as long as 
As a result 
of this, few Congressmen will accept 
engagements that might force them 


the majority is so small. 


hotel 


26th and Collins 
Miami Beach 


to miss a roll-call. In practice, that 
limits them to places that can be 
reached between Friday evening and 
Monday noon. 

Air travel can, of course, cover a 
good deal of the country in this peri- 
od. However, if you rely on a tight 
schedule by air, you must always con- 
sider the possibility that either Wash- 
ington or your meeting city will be 
closed down to air traffic. 

Possibility of a cancellation is al- 
ways present, even if it is never men- 
tioned. It is something you must haz- 
ard if you wish to book a Congress- 
man. There are suspicions among 
some association officials that some- 
times pressing business on the Hill 
makes an excuse too glib. To mini- 
mize this, William W. Marsh, Na- 
tional Association of Independent 
Tire Dealers, always tries to get a 
man who will have many constituents 
in the audience. He informs the 
speaker—purely as a matter of infor- 
mation, of course—of this fact. No 
Congressman likes to disappoint a 
constituent, and under these circum- 
stances, cancellations may be less 
likely. 

Having taken the risk and invited 
a Congressman, handle him like any 
other prominent guest of your asso- 
ciation. It is a good idea to remind 
him of the engagement a couple of 
weeks before the meeting, to offer 
your services in obtaining hotel rooms 
if needed, and to ask him if he would 
like to attend some of the other func- 
tions of the convention. A member 
of the committee should be assigned 
to meet him, and to take care of his 
needs as they arise. 

Relations with Congress can always 
stand improving, no matter which ad 
ministration is in the majority. With 
proper handling, a guest speaker from 
Washington can give your members 
a better insight into what is happen- 
ing on the Hill, and give him a better 
understanding of your problems and 
interests. 


4 - Soa 


HOTEL OF THE YEAR! 


SM/JULY 1, 1953 


Unions Promote Their Labels 
With a Trade Show 


AFL puts on a giant exposition to merchandise union labels. 
As exhibitors, unions learn a lot: Shows pay on a dollar and 
cents basis; unless exhibits have demonstration they get 
no crowd; show visitors are genuinely interested in products. 


BY RAYMOND F. LEHENEY 


Director, AFL Union Label Industries Exposition 


Perhaps it’s unusual for a labor 
man to be writing in a businessman’s 
magazine, but we of AFL have a bit 
of information to offer: 

We know it is profitable, on a hard 
dollars and cents basis, for industry 
to do its merchandising and advertis 
ing in a trade exposition. 

We know that not because AFL 
union label trades and service depart 
ment stages each year what is at least 
one of the country’s largest trade 
shows—AFL Union Label Industries 
Show—but because I’ve gone around 
to find out whether exhibitors were 
getting their money's worth. 

One company that manufactures 
stoves in a subsidiary and_ retails 
them, found that sales were up 260% 
during our recent show in Minneapo- 
lis, Minn. 

A hosiery manufacturer and whole- 
saler reached customers, on a friend- 
ly, face-to-face basis, at a cost of 134 
cents per prospective customer. 

A world-wide soap and detergent 
company, that ordinarily has to reach 
its customers through dealers, got di- 
rectly to consumers by putting 20,- 
000 samples in their hands. 

And American Federation of La 
bor, that merchandises at such shows 
one of the most intangible subjects 
unionism—knows that it got its mes- 
sage home to 400,100 persons during 
an eight-day exposition. That adds 
up to an outstanding achievement in 
industrial public relations. 

American Federation of Labor 
wouldn’t care to be in the position, 
of course, of telling businessmen how 
to spend their promotional or adver- 
tising dollars, but we’ve learned some 
things the hard way and are willing 
to pass the information along. 

AFL can ring doorbells from one 
side of the country to the other 
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we've got machinery to do it. AFL 
buys radio and television time—and 
intends to continue buying it. We 
buy newspaper space, and it’s worth 
the money. 

jut, in none of those media have 
we gotten the dollar mileage for AFL 
and for our exhibitors that we have 
during the annual Union Label In 
dustries Expositions. 

Don’t take my word for it, but 
take the word of exhibitors. 

I went to the Kenmore stove dis 
play, during the Minneapolis show. 
Kenmore stoves are made by Newark 
Stove Co., a subsidiary of Sears-Roe 
buck Co. which retails the stoves. 
Man in charge was James FE. Null, a 
factory representative from Newark. 
He said the company started to dis 
play at AFL shows with a few booths. 
At this show they had seven. 

The place was jumping with ac 
tion, and that’s an important thing | 
would like to elaborate upon later. 
There was a home economist telling 
how to cook your porkchops, or what 
ever it is that home economists do. 
They had what purported to be an 
assembly line for the production of 
stoves, manned by five persons from 
AFL Stove Mounters International 
Union. They didn’t do much except 
maybe add wires here or there or pet 
haps put on or take off a stove panel, 
but it was action. They had ani- 
mated signs announcing that, for the 
first time, they had electric stoves 
with instant heat. ‘They were giving 
away an electrical stove, on a draw- 
ing. They presented, to persons 
massed around the booths, some 
kitchen spoons and_ roses. They 
started out with 50,000 tickets on 
which had to write their 
names and addresses to get a chance 
at that stove. At the time I checked 
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The Perfect Easels 
For Group Meetings 


DUAL PURPOSE 
PORTABLE 
EASEL—D 314 


All aluminum. For 
turn-over charts or 
cardboard charts of 
almost sny size at 
4 different heights. 
Folds small for stor- 
age or carrying. 


ALL PURPOSE 
PORTABLE 
EASEL—A 302 


Designed for use 
with the large paper 
pads — which we 
stock. Also ideal for 
cardboard charts or 
turn-over charts. All 
aluminum. Folds 
small in a jiffy for 


storage or carrying. 
ORAVISUAL CO. siencra"Cenn. 
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ATLANTIC CITY, N. J. Atel 


Outstanding Facilities 
at Sensible Prices 


1f you plan to hold @ convention or sales 
meeting in Atlantic City, it will pay to 
Investigate the facilities at the Jefferson 

. Atlantic City’s leading moderately 
priced hotel Famous for its excelient 
culsine and outstanding facilities, the 
Jefferson's completely trained convention 
staff Is your assurance of a most success- 
ful meeting 


@ UNEXCELLED LOCATION 
—in the heart of the resort, 
convenient to railroad and 
bus terminal. 

BANQUET ROOM — seat- 
ing 1230 persons. 
SEPARATE MEETING 
ROOMS accommodating 35 
to 350 persons. 

EXHIBIT SPACE of over 
13,000 square feet. 
SOUNDPROOF, AIR-CON- 
DITIONED auditorium. 

@®@468 COMFORTABLE 
ROOMS in the Jefferson 
and its sister hotels. 

@® EXPERIENCED STAFF to 
handle all details. 


For complete details and information 
for future bookings, write, wire or 
telephone Charles A. Fetter, General 
Manager. 


Jefferson Auditorium 
Atlantic City’s Newest & Finest 


Completely Air Conditioned 


them they had just about 1,000 tickets 
left. 

‘The company didn’t have one thing 
to sell in those seven booths. Burt, 
at the end of the exposition, the Min- 
neapolis Sears manager said his stove 
That wasn't 
People looked things 
over and went out and bought. 

It semed too good to be true so 


sales were up 260% 
an accident. 


| wandered Ove! to another set of 
booths and listened for a while. It 
was the Lever Brothers Co. display. 
They were giving away those hotel 
size bars of Lux soap. People were 
so jammed around the two booths 


A Complete 
OCEAN RESORT CITY 


only 


45 MINUTES 
FROM BROADWAY 


You have never really known true hospi 
tality until you have met at Long Beach 
Whether you stage a smal! sales meeting 
or king-size convention, you'll find every 
facility you need offered with a spirit 
of friendly cooperation 


@ 30 modern hotels 
@ Accommodations for 


10,000 

Complete recreation 
facilities 

Beautiful beach and 
boardwalk 


@ Easy to reach by plane, 
train, bus or car 


FASTEST GROWING CONVEN- 
TION CITY IN THE EAST 


For further information—contact 


CONVENTION BUREAU 
Long Beach Chamber of 
Commerce 
Long Beach, Long Island, N. Y. 


Not relying on an animated audience-participation game alone, 
the Shell be h at the Power Show had lovely model, Jence 


Lowry, on hand as an added attraction 


SAXI J. HOLTSWORTH MODEL AGENCY 


1658 Broadway, New York, N. Y. 


MODELS 


for Conventions 
and Trade Shows 


MODELS 


for Photograpners, 
Fashions, TV, 
illustrators 


Cicle 5-9367 


that three attendants couldn't have 
reached all prospects if they had had 
four arms each but, at that time, they 
had managed to give away 20,000 
bars of soap. 

I listened to questions of women 
at counters. They wanted to know 
the difference betwen soaps and de- 
tergents. ‘They asked if detergents 
had been developed especially tol 
hardwater areas (and I had to find 
out later, trom George Weiler, Lever 
Brothers’ community relations man- 
ager, that they had been). 

Attendants, including members of 
AFL International Chemical Work- 
ers Union who took their turns in the 
booths, asked housewives questions. 
Did women preter soap or detergents ? 
Were they using a Lever Brothers 
product?) If women already were 
Lever Brothers customers, attendants 
said the product was a good one. If 
not, attendants suggested that, at the 
next purchase, perhaps the woman 
would like to try the new Rinso de 
tergent, just being introduced into the 
Minneapolis area. A lot of women | 
heard said they would. 

It seemed apparent, atter listening 
for a time, that here were hundreds of 
good prospective customers asking in 
telligent questions and getting prope 
answers. 

] thought perhaps I had been 
over-exposed to the well-conducted 
operations otf national manufacturers 
and retailers, so | decided to check 
with a local manutacturer. 

Down in the basement of Minne 
apolis Auditorium, in two booths in 
the center of a row, | found Strut- 
wear, Inc., a Minneapolis company 
that manutactures hosiery, blouses, 
lingerie and other women’s undergat 
ments—each bearing the union label. 

Here was a local company that 
never had been in an AFL show be- 
fore. “The company had one booth, 
and adjoining it was a booth of 
American Federation of Hosiery 
Workers, AFL. Strutwear had fa: 
from the best position in the expo- 
sition hall, but the display was clog- 
ging the aisles. Want to know why? 

It had a machine that stretched in 
and out, flexing the top of a Strut 
wear stocking, and | tound out that it 
took 20 to 25 thousand movements of 
that machine to wear out the hose. 
‘That was a trafhic-stopper for women. 

Girls were modeling slips, hosiery 
and other articles, .and male trafh 
stopped for that. Another machine 
with an abrasive action simulated 
wear on toe and heel, which caught 
attention of all persons not otherwise 
interested. 

And they had four 
gift hosiery or men’s socks a day! 
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ere Was mm question that if 
Strutwear booths, giveaways were the 
greatest attraction. Visual props 
were next in the attention-getters, and 
models came third. But the tact re 
that Strutwear, in a compara 

poor hall position, Was getting 

just about 20,000 persons a day to 
stop and fill out tickets for drawings. 

Figuring in cost Of space, give 
aways, model tees and other paid 
persons in booths, exhibiting con 
panies reached prospective Customers 
of their umon-made products at a 
cost of about 134 cents per customer. 
Can you do better ? 

That company stands to draw 
added dividends in the tuture as in 
dicated by comments from women 
passing the booths: Where could they 
purchase that merchandise? Did the 
stores that handle the merchandise 
have a full line of women’s wear? 
Did the union guarantee quality ot 
merchandise ? 

It proved again to me that people 
who attend these shows are serious; 
they are in a buving mood; and thes 
offer maximum opportunity for a good 
merchandising job. 

Let's check one more booth, just to 
be sure the exhibitor IS vetting dollars 
and cents mileage for his outlay. 
There is Crosley Division, Avco 
Manutacturing Corp. producing and 
merchandising such things as Shelva 
dor retrigerators, electric kitchens 
tarm and home freezers, electric 
ranges, television sets, dish washers 
and many other things. 

One section of the display is de 
voted to a model kitchen, with all 
electrical equipment, steel cabinets on 
the wall, and so forth. Women 
walking past turn a searching eve at 
the display, but they keep on walking 

In the other section of the display, 
people are flocked around, clogging 
aisles, watching. Crosley has rigged 
up a huge wall display that Hips ove! 
every 10 or 15 seconds. One side 
shows the old-fashioned kitchen, with 
outmoded equipment all out of posi 
tion tor kitchen efhciency. “Vhe other 
is the modern kitchen, caretully en 
gineered. It stopped traffic, and 
housewives were taking careful note 
and asking tor literature being passed 

would they buy?) During tl 
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ADVERTISING NOVELTIES 
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dealers sold six complete kitchens in 
transactions that could be traced di 
rectly to the exposition. And a com * YOu DID a grand job at the 
plete kitchen is no small item. How Cotillion Ball in Chicago and 
many other individual anpliances were we want to thank you for your 
sold as a result of mer handising done splendid services—Mr. George 
it the show would be imposs ble to D. Fairleigh, Treasurer, Na- 
estimate, of course, but Crosley is tional Association of Insurance 
happy with “eye and ear” impressions Agents. 
it makes on prospective customers at 
the show. © THE ENTERTAINMENT  pro- 
Crosley display brings up a point gram and music at Murray Bay 
that should be considered by any com were "out of this world,’ the 
pany now in a trade show or consid scenery, timing, and perform- 
ance were perfect—Mr. C. R. 
Walgreen, Jr., Walgreen Drug 
Stores. 


@ EVERYONE has told me of 


their enjoyment of your show. 
Thank you for a fine public re- 
lations job—Mr. T. Morgan 
Williams, The Home Insurance 
Now available at — Company. 
ates one of the world’s 
oe Se whos estates ot- a | WANT you to know that it 
fering Miami Beach's fin- was due a great deal to your 
ne pric ral scoheel untiring efforts that the Na- 
magnificent pool tional Association of Chain 
and cabana colony .. . Drug Stores Convention was 
meeting and dining such a huge success—Mr. E. R. 
rooms for 25 to 300 Albright, President. 
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MIAMI BEACH 
by Stanley Melba 


We treat small and big 
budgets with equal deference 


STANLEY MELBA 


795 Fifth Avenue New York City 
Templeton 8-8000, 8-7292 


NOW IS THE TIME FOR THAT 
WASHINGTON CONVENTION! 


it's BUSINESS back in the Capitai—To catch this new optimistic note—to give your 
Company and Association Meetings and Exhibits the added zest and sparkle of the new 
Washington enthusiasm—plan your activities at The Shoreham. 


Few national meetings are too large for our facilities . . certainly none is too small 
for careful and considerate attention 


L. GARDNER MOORE—MVanager 


y 
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Connectic ul) enue at G vert Ofreet 
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ering going into one or more shows. 
You have to have animation. With- 
out action of some sort, you won't be 
getting your money’s worth. It was 
necessary of for Crosley to 
have that complete, modern kitchen 
on display, but it was the change-over 
display that stopped people in the 


aisle. 


course 


Animation Important 


AFL unions that have displays at 
the show learned that long ago. Bak 
ery and Confectionery Workers Intet 
national Union of America originally 
had an outstanding non-animated dis 
play, but it didn’t attract much atten 
tion until bakers gotona small carou 
that revolved fin 
ished and decorated their tancy cakes. 
This vear SON) 
akes and the show clogged their se 


sel slowly as they 


they pave away some 
tion of the auditorium. 

AFL Meat Cutters and 
Workmen’s Union once had 
standing display of 


cases but it 


Butcher 
an 
in show 
a great drawing 
ard until workmen cut up beef into 
steaks and 
where people 


work. 
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We believe public acceptance of the 
AFL show is made apparent by in- 
creased sales of participating com- 
panies and attendance of nearly half 
a million people in Minneapolis—in 
an area where there are few support- 
ing large metropolitan areas. But we 
mentioned, some paragraphs back, that 
American Federation of Labor had to 
merchandise something as intangible 
as unionism to justify a show in which 
display material costing some $16 mil- 
assembled. Just like other 
merchandisers, we like to know that 
we are getting immediate results in 
the way of increased sales, but we also 
like to know that we are building up 
our competitive position over the long 
haul. 


some 


lion is 


odd things have happened 
since the union label campaign was 
stepped up by AFL. In Boston, last 
year, a manufacturer dropped into 
the show to inspect his competitor's 
exhibit. He spoke with some union 
label people and said he would have 
liked to exhibit, but couldn’t because 
he had a strike at his plant. It de- 
veloped the manufacturer and a busi- 
had been at each other’s 
throats for vears. 

The union label people took the 
manufacturer out for lunch. A meet- 
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ing with a union committe was set up. 
Conversation was at a higher level 
than it had been. The manufactur- 
er and union people learned they 
weren't as far apart as they had 
thought, and the strike was settled 
right there. 

In Minneapolis, another labor dis- 
pute was settled in almost identical 
fashion. 


Great Opportunity 


It is’ obvious to on the inside 
of these Union Industries Shows that 
they offer a great opportunity for 
demonstrating the feeling finally 
growing prevalent among labor 
ranks that labor is a partner of man- 
agement in free enterprise. We don’t 
allow the words “bosses” or ‘‘classes” 
inside an exposition hall. We try to 
emphasize that it is to the benefit of 
labor to give a dollar’s worth of work 
for a dollar in pay. It’s a job that 
takes time, but we are making prog- 
ress. 

While we are doing that long-pull 
job, we take heart in the fact our 
show is doing a merchandising job for 
the companies helping us by putting 
the union label on their products. 
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Visuals Clinic 


New audio-visual techniques and products 


to aid convention and meeting planners 


While there is merit in using visual 
aids that show the same copy as the 
text in a speech to create emphasis. 
another approach has been made suc- 
essfully. This technique is “word- 
less illustration.” 

Such a method was used recently 
by William T. Cleveland, Rice & 
Miller Co., Bangor, Me., when he 
addressed a group of hardware job- 
bers. His topic, “Problems Facing 
Jobbers Who Plan to Move,” was 
based on material gathered from job- 
bers across the country. It was a 
vital topic to the audience and was 
made more interesting by 
wordless illustration. 

Instead ot the audience 


njecting 


reading 
words on a screen or chart before a 
speaker can say them—which induces 
the audience not to listen to the 
speaker wordless illustrations 
prompt the aud ence to outguess the 
speaket to try to mentally predict 
what he is going to say. 

First chart used by Mr. Cleveland 
showed an aerial view of a town with 
a thin line departing from the cente 
of town, in an ever-widening circulai 
movement until it reached beyond 
town limits. There, a silhouette of a 
jobber’s plant was pasted into posi 
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All chiefs—no Indians—at The Skyline Inn. Every guest is Heap Big 
Chief to our experienced staff. You'll find friendly, old-fashioned gracious- 
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tion. It meshed with the speaker's 
question, ‘How far from the cente: 
of town do you want to set your 
plant?’ The color chart helped focus 
audience attention on the problem; 
it helped visualize the problem by 
stimulating mental pictures of indi 
vidual home-town situations. 

Second abstract chart dealt with 
building structure: a single story o1 
multi-storied building. Here again, 
the illustration showed a single-story 
structure at the bottom of the page 
but, above it and separated by ait 
space, a large cube representing the 
upper stories of the building Was 
pasted into place. Natural question 
automatically fell into place: “How 
tall do you want your building?” 

Next illustration called attention 
to workability of space. Keynote was 
a square foot. This square was laid 
in perspective, with two drums placed 
on the rim of each side. One would 
cover the square perfectly, the othe: 
would show lost space. This was 
linked to the question, “Will you ge 
maximum use trom your floor space ?”’ 

These graphic illustrations were 
kept simple in presentation, absolute 


t 


ly wordless and sometimes juvenile in 
design, such as the illustration of a 


. and you'll find the modern 
. . American plan. 


Interested??? 
Write-Wire-Whistle 


N. Y. OFFICE 
Telephone 
OS Circle 6-8080 


Telephone 
TAOU 
* \OUDS BURG CEntral 6-6846 

, 
PHILADELPHIA 
OFFICE 
Telephone 
PEnnypacker 5-0608 


hn hh hi hi i hin i ho i hi i i i hi i i i i i i i i i rae rarer 
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yavol® 


Did your last 


meeting have 


nt 
diaphragmatic 


contractions? 


Hiccups that is. And just what 
are “Meeting Hiccups’? Well, 
they're all of those potentially 
annoying technical details that 
can interrupt your communica- 
tional flow like a hiccup inter- 
rupts conversational smoothness. 
They “come up” in the best 
planned meetings. 

For instance, having a projector 
lamp burn out without a spare 
being available, or not having a 
chart with type large enough for 
your audience to read, or maybe 
a simple little thing like not pro- 
viding ash trays for your men. 
Essentially they’re caused by the 
meeting leader trying to remem- 
ber everything—every last detail. 
Let Florez Incorporated make 
your job easier by sending you a 
quick cure for this meeting 
malady — “The Florez Meeting 
Leader's Handbook.” Here is a 
complete check-list procedure for 
every meeting. Included are rec- 
ommendations for meeting plan- 
ning, film presentations, and 
check-lists for all media. Free? 
Naturally! Mail coupon below 
for quick, return mail reply. 


FLOREZ INC. 

Dept. A. 

815 Bates 

Detroit 26, Michigan 


Please send me the Flores Meet- 
ing Leader's Handbook. 


Name 
—_— 
Firm 
Address 


STARTING A 


Revolution in 


SALES PRESENTATIONS! 
“pe tip , | 


Compare your present projector 
does it give you these TSI 


aduantages? 


Complete Self-Operating Unit 
—No reels of film to thread—no screen 
to set up—no sound speaker to engage 
—all of these features are combined 
together in the attractive one-unit case. 


"Blick" It’s On—Just plug into any 
115 volt electrical outlet, AC or DC, 
and with a “flick” of its switch the TS! 
Projector is on and running. 


Automatic Rewind—Dve to exciu- 
sive 16 mm film magazine, film is automati- 
cally rewound—no rethreading neces- 
sory—magazine is power driven. It's 
ready to go ofter every show. 


Daylight Operation—No need to 
draw shades or draperies. Crystal clear 
picture is projected on the self-con- 
tained screen in any lighted room. 


TSI Projectors are available in 5 compact 
models priced to fit your program. 
Model D or H (DeVry or Bell & Howell 
mechanism), Model T (new magnetic 
B & H tape), Model M (400’ film), 
Modei MB (800° flim). 


TS! Offers Nationwide Service—Over 
100 TS! service centers are located 
throughout the U.S., Canada and Mexico. 


Write today for illustrated brochures 
featuzing TSI Suitcase Projectors. 


TS! is the pioneer designer and 
builder of suitcase projectors. 


TECHNICAL SERVICE, INCORPORATED 
@ Dept. B-6 30865 Five Mile Rd 


Livonia, Michigan, U.S.A 
n Mi ( Electronic and or Mect 
Fquipe 


“a < 


ABSTRACT DESIGNS: Top, problem re!ates 
to distance new plant should be from center 


city. Bottom, how many stories should it have? 


steam engine at a loading platform. 
It added a light touch to a heavy sub 
ject and gave relief to other weighty 
topics that tollowed the session. Only 
thing the speaker had to ask when 
coming to this illustration was the 
question of railroad) siding advan 
tages 

The series left the audience in a 
fresh state of mind because it pet 
mitted each jobber to think for him 
self and inject his own background 
into illustrations. In the case oft 
drums on the square foot, one paint 
jobber could imagine the drums as 
paint cans; a roofing supply jobber 
might picture them as drums of root 
ng cement—until each one saw his 
own produc ts in wordless charts. 

This experiment 'n abstract design 
to illustrate a talk was on flip-ove 
harts. Same technique could be 
adapted to colored slides with sith lar 
eftect It 


problems are discussed or ideas are 


should work best where 


presented rathe than enumerated 


tacts. 


PEP UP 
YOUR 


SALES MEETINGS 


SET THE PACE 
WITH MOOD MUSIC 


Dress up your Sales Meetings 
with the professional. theatrical 
touch made possible through 
our specially prepared Mood 
Music Recordings. 
Choose from this extensive and 
exclusive collection of 
SPECIAL SOUND EFFECTS 
LIVELY ORCHESTRATIONS 
MUSICAL INTERLUDES 
AND 
MOOD SETTERS 
recorded on unbreakable 
Vinylite and on high grade 
shellac discs, 


Write for Free Catalog 
THOMAS J. VALENTINO, INC. 


150 West 46th Street 
New York 36. N. ¥ 


complete 


AUDIO- 
VISUAL SERVICE 


MOTION PICTURES + FILM STRIPS 
SLIDE PRESENTATIONS + EASELS 


for TRADE SHOWS 
CONVENTIONS 
SALES MEETINGS 
DEMONSTRATIONS 


CONSULTATION ON 
PROJECTION EQUIP- 
MENT AND STAGING 


Training Films 


te € ee? B 8B aA ¥ € DO 


150 W. 54th St., N.Y.C. * Co 5-3520 


SALES PERSONNEL PLAY ROLES of participants in a meeting of an imaginary 
company. Incidents portrayed are ridiculous, but they all are based on actual experience. 


Note salesman, seated far right, with bit of feminine finery dangling from his pocket 


Care and Feeding 
Of Sales Meetings 


The Heil Co. is out to cure ''salesmeetophobia''—fear of 
sales meetings. Its farcical drama has brought laughter 
to many sales executives’ clubs while its speakers offer 


75 years of company experience on how to plan meetings. 


BY JOHN BARCLAY 
General Sales Manager, The Heil Co. 


When you ompany has staged with serious. talks. Both skits and 
5 


an accumulative total of some 7 spee hes are limited to five minutes 
rs of sales meetings, as we have each. With a total of four skits and 
at The Heil Co., you develop some four talks plus 


strong conclusions. One thing we ind 


Vea 


a short introduction 
summary, we find our program 
know for sure: a poor meeting can easily fits the 60 minutes alloted to 
have a worse effect upon a sales force us. 


than none at all. Since the tenor of our. skits. is 


Analyzing our experience with farcical we give the whole presenta 
meetings, we evolved many ‘‘do’s” tion a tacetious title: ‘“Uhe Care and 
and ‘don ts that might prove of Feeding ot Sales \leetings.” Skits 
ilue to others. These tips and hint are concerned with a mythical manu 
facturer of drving equipment, ‘The 
as a program tor the Milwaukee Windy Dryer Co.” A typically poor 
Sales Manage 's Association quartel innual sales meeting of this. firn 
ly Round Table Discussion recently. torms the background tor each skit. 

Te keep interest high and to put Skit members were 


over points with more impact, we dividual 


} 
{ 
i 


on meeting procedures were produce 


cast and in 
sales managers assigned 
abandoned the usual Round-Table speech topics. 

Discussion methods and present our Dialogs and serious talks were 
deas in humorous skits contrasted written individually by the partici 
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pating members. “Lo coordinate the 
entire program, Walter Haise, a Mil 
waukee advertising consultant, was 
etained to assemble the individual 
manuscripts into one coherent mastet 
script. He also took over direction 
and responsibility of rehearsals. 

Four main topics were chosen as 
typical of problems encountered by 
the average company sales meeting: 
Planned Programs, Short Specifies, 
Visual Aids and Audience Participa 
tion. In every case we try to show 
the worst examples we can in. skit 
form for each subject, and then pre 
sent a good, specific five-minute talk 
on the “right way.” Our audience, 
we feel, has greater interest in the 
educational” part of the program 1t 
it is first entertained to a degree by 
the preceding skit. 

Starting the program, I introduce 
panel members and present the prob 
ems The Heil Co. has faced with 
sales meetings in the past. 

Because of the diversification of out 
line we have found that our most 
successtul meetings have been those 
vhere we stuck to general selling and 
merchandising subjects. “The product 
nformation—with all its detail 
n t be fed to field men day atte 
day throughout the entire vear. 

lo illustrate how we contrast hu 
mor with sound meeting ideas, here 
are some excerpts from our skits and 
talks. We open with a skit showing 
I. \I. Windy, president and founde: 
of our mythical company, welcoming 
his salesmen to the meeting. His 
sales people enter in a very lacka 
daisical manner—show complete = in 
liffterence as he begins to speak: 

I. M. Windy: My dear employes. 
I suppose you all know that | 
tounded this company in 1898. We 
had total assets of $109.50 in five 
dollar gold backs eee 20 tons o7 
the gooyest, smellvest chicken ma 
nure in the county, a few bushels 

coal, and the determination to 
build the dryingest chicken manure 
rver in the country. (4s founder 
drones on “Time Passes” in form 
of prop man carrying large card 
hoard clock.) You know, when | 
was a boy on the farm... one of 
the jobs Was to haul these droppings 
out of the henhouse. We noticed 
that droppings on the henhouse 

Hoor, which were subject to the 

sunlight, didn’t stick to our bare 

teet as much as the other and we 
decided to do something about. it. 

Prop man breathlessly runs in to 

Announce phon call for General 

Sales Manager 1. M. Windy, Jr. 
GSAI: 1 can’t answer phones today! 
Prop Man: You'd better answer this 


one, boss ! It’s Fertile Farms on 


65 


the wire—our best customer! Their 


Windy 


! 
verse 


Dryer is running in re 
‘They've already lost the 
henhouse and can’t find the fore 
man! 

While this excerpt may sound a 
bit heavy out of context, it has met 
with resounding laughter each time 
weve given the program. In his 
serious talk on the subject, 
Pryor, sales manager, Heil 
Sottle Washer Division, expounds on 
Planned Programs With the Sit 
‘roin’ Mind!” Here is an extra 


Irom his SPEee h: 


same 


(je0r ve 


\ salesman to be worth his salt 
to build sales 
make more money, mcrease his busi 
ness. Lherefore, 

what he should he 
sions on what he sho ild knou 
though 


wants to know how 
platitudes about 
and boring ses 
(even 
while) 
should be subordinated to what he 
should do. 


Iwo months of planning and a few 


necessar’ry once ma 


Plan your meeting well. 


minutes of speech writing will pro 
duce a red hot meeting. But. a few 
minutes of planning and two months 
ot speech writing are a 
ticket to a sure fire flop! 
plan built around a theme .. . keep 
on the track and avoid repetitive 
Siftiations. Set up your plan work 


round trip 
Have your 


it—finish it—without 
delay.” 

The speaker who 
quoted every available figure down to 
the last decimal is satirized in the 
skit featuring C. De Pyle, ‘“‘dehy- 
drated sales manager.’’ A quote from 
his speech shows the paralyzing turn 


digression or 


conscientious 


a talk can take when it becomes too 

involved with facts and figures. 

C. De Pyle: There are 588 million 
broilers and 342 million layers in 
the U. S. A broiler is from nine 
to 14+ weeks old. Its average ma 
nure drop weighs 74 ounce, and 

drops per day. 

That’s 1134 ounces per broiler 

per day. Multiplied by 588,000, 

O00 broilers, that amounts to 418, 

031,250 pounds of manure per day 

tor broilers 


? 


it produces 13 


: : 
alone! (Salesmen in 


audience hored resort aa) 
about 


They have a drop 


Grau 
newspapers). ayers are 
tour months old. 
of 1.1 ounces and produce an av- 
erage of 16 drops per day. That’s 
17.6 ounces per day times 342,- 
Q00,000 layers or a total of 6,019 

2? (OO 376.200.000 
pounds daily. Adding broiler and 
layer production, we get a total of 
1+,307,700,000 ounces or 894 

231,250 pounds of chicken manure 


ounces Oo! 


Experienced Convention & Publicity Staff 
AIR CONDITIONED THROUGHOUT 


300 Luxuriously Appointed Rooms, Suites & Penthouses 
Several Conference Rooms seating from 20 to 600 persons 
Superb Banquet Facilities serving the Best in Cuisine 
Dining Room @ Coffee Shop @ Cocktail Lounge 
Club Morocco featuring Dancing & Entertainment Nightly 
Magnificent Cabana Club & Olympic Swimming Pool 


Combine a Wonderful Vacation With Your Convention 


Cee 


OW THE OCEAN AT 63rd STREET, MIAMI BEACH 


Come To The 


CASABLANCA 


Greatest 
Convention Value 


in 
MIAMI 
BEACH 


COMPLETE 
Convention Facilities 


Jack Parker, 
Managing Dir. 


a day! 

Again, in contrast to glaring taults 
shown in the skit, we have a five- 
explaining proper 
“Short Specifics—with a_ Practical 
Application.” W. A. “Mike” Carl 
son, Heil Body and Hoist sales man 
ager, tells the correct method of oly 


minute speech 


ing out information at a sales meet 
ing. 

“So often our product information 
is either too technical or too gen 
eral. Long-winded technical explana 
tions are over our salesmen’s heads. 
They a chance to grasp 
the fundamental product advantages, 
characteristics, and applications. We 
sometimes lack knowledge of the 
simple, elementary educational prov 


don't have 


esses necessary to get a subject over 
to our audience. We must remem 
ber to present information concisely, 
compellingly, enthusiastically, and in 
a usable, understandable form. Re 
meetings must have 


membe sales 


enough impact to start paving off 
the morning after the meeting. If 
it does not pay off then it never will!” 

Art Copy, advertising manager, 
Windy Dryer Co., heads up the next 
skit with a f 
visual aids that are 


but hardly an 


veritable potpourri o 


certainly visual 


NI ost of this skit 


BUSINESS and 
Pleasure 


in TULSA 


| 


; 
> AIR-CONDITIONED COMFORT 


j j 
j 

| / 

} 

| 


| > CENTRAL LOCATION 


CONVENIENT COFFEE SHOP 
NEW MODERN ADJOINING GAR 


TULSA’S F/WEST HOTEL 


Home of the Popular Terrace Room 
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is concerned with highly active props 
rather than dialog and has to be seen 
to be appreciated. Among the various 
mishaps that befall poor old Art Copy 
are an easel that collapses with a 
touch of his pointer; a model of a 
Windy Dryer that divides into sec 
tions only with great trouble; a pro- 
jection screen that rips and tears; and 
as a resounding climax a dummy slide 

that 
finally 
with a tremendous noise 
ind clouds of greasy black smoke! Ef- 
tect of this last prop has caused many 


projector, when plugged in 


screeches and whistles, and 


blows up 


a member ur audiences to wince 
app ehensiv ‘ It’s a real attention 
getter. 

Heil sales man 


Heating 


excellent 


( seorge Hoe hstein, 
ave Automatic 


presents 


Division, 
points for 
making full use of modern 


some 
visual 
aid mate! ial. 


have 


been made 
aids since their value 
1942 to 
‘Tech- 
niques introduced then are universally 
] 


“(Gjreat strides 
the use of visual 
Was well measured 


1945 by ou 


trom 


armed services. 


made of 
chalk-talks, slides, 
Here are 


points to remember to get the 


now. Broad use is 
blac kboard. 


and even television. 


( har ts, 
Movies, 
some 
° RB 

sure 


keep 


most out of your visual aids 


you ave a message; use color: 


MEET 


Everything to make 


your meeting a success! 
Metropolitan — without 


“big-city” 


congestion — 


things moving by using personal ma- 
terial depicting people in your audi 
ence; make sure your visual aids are 
relevant; and be sure equipment. is 
in good working order and that the 
operator knows how to use it. Visual 
aids will spark your program—if you 
use visual aids that work.” 

Fourth, and last, subject 
presentation deals with cor 
participation at a sales 
This time the skit part 
features Charlie Crankshaft, The 
Windy Dryer Co. engineer who be 
comes excruciatingly involved with a 
blueprint showing a new “‘in- 
put shroud” and two new lockwash- 
ers designed to replace existing lag 


division 
of our 
rect audience 
meeting. 


lat ye 


screws. 
While 

print the engineer notes that: 

change will 


struggling with his blue 
“This 
have to be put off for 
Through an 
the part of our purchasing depart 
in stock 14,562 of the 
lag screws we now use, and manage 
ment insists that we use these up be 


some time. error on 


ment we have 


fore we go to the new type washer. 
There are only 14 of these used pe 
unit, and we enough of the lag 
1.000 jobs. 
units per 
before this 
important engineering change can be 


have 
screws on hand for ovet 
Since we make only 200 
vear, it may be a while 


understand that it’s been 
in the past to open ques- 
tions at these meetings from the floor. 
I can’t see where any would 
come out of such a procedure, but to 
keep in line with the 
tablished in the past, I'll listen to any 
questions you men might have.” 
Ilenry Tlenroost (A 
We're having a lot ot trouble with 
Finnegan pins falling out in Geor 


made. | 
customary 


good 


custom ¢s- 
salesman): 


Tila. 

M. i indy Ir.: We don't have 
trouble in Minnesota... Of course, 
everything is in better shape there. 
specially the fishing! 

Tlenry Ilenroost: You guys in Min 
nesota don’t know what real fish 
ve. 

Barnyard Sweep { salesman): 
Rocky Mountain 
the only fishing that counts! 

Veeting breaks up as Crankshaft 
and members of group engage ina 
full fi da d free-for all.) 

\ sate and sane approach to ‘“‘Au- 
dience Participation—With Control” 
is outlined in the speech by Paul Mil 
ler, Heil Road Machinery sales man- 


trout fishing is 


ager. 

‘Audience 
be well 
advance. 


must 
planned in 
a ques 


partl ipation 
organized and 
It isn’t simply 
tion and answer period at the end of 


Inexpensively —Centrally—Conveniently 
in the Nation's “MAGIC EMPIRE” 


hah 


Recreation — Industry — 


Frontier 
Climate 


TULSA 


600 ROOMS 


History — Mild 
Downtown 
HOTELS 


125 ROOMS 


BARTLESVILLE e 


wlth 


= SaP TULSA 


* 
MUSI<OGEE 


BLISS 
250 ROOMS 


"200 ROOMS 


- CONVENTIONS DEP’T—TULSA CHAMBER OF COMMERCE 


616 SOUTH BOSTON—TULSA, OKLAHOMA 
EE A ee a ei | 


SPEAKING OF 
SALES MEETINGS 


PROBLEM 


Firestone Tire and Rubber Co. 
had a problem. It had to reach 
its nationwide dealer organiza- 
tions —BUT IN A HURRY! 
Two dramatic motion 
pictures, toialing eight reels, 
had to be made ready for its 
Spring Dealer Meetings 
\ND THE SPRING DEALER 
MEETINGS WERE EIGHT 
WEEKS AWAY! 


SOLUTION 


We were called in—confer- 
ences and the preparation of 
two shooting scripts took 
the first two weeks—the 
casting of actors, set 
construction and the selection 
ot location sites used up the 
third week—actual production 
started five weeks before the 
answer print deadline—in those 
five weeks both films were 
shot-edited-scored-mixed- 
approved, and 63 prints of each 
picture delivered to Firestone 
Spring Dealer Meetings across 
the country. 


RESULT 


We're proud of that accom- 
plishment but prouder yet of 
the tributes paid it. Here's what 
Firestone wrote us: 
a phenomenal job” 
enthusiastic Spring Dealer 
Meetings in company history” 
“NOT ENOUGH TIME” 
and “YOU CAN DO IT TOO” 


are the two finest pictures 


“ 


“most 


Firestone has ever made.” 


We're gratetul to Firestone 
for its confidence—We hope 


we may be able to merit yours. 


Murphy ‘ 


y 1 
roductions n 
PLATA 7 Bl4a 


i sales presentation. At The Heil Co. 
the most successful sessions have been 
when we used a panel type of 
discussion group and assit gned specific 
subjects for an open forum. Each 
salesman gave this a lot of thought 
and felt he was in part responsible 
for the success of the meeting. 
‘Another device is to call a meet 
ing a ‘discussion group.’ 
| use of questions . . . the audi 
ence can be drawn into the discussion 
tor participation. A question and an 
swer session with the use of a ques 
tion box will also bring good audi 


ence participation, [here is no sin 
ple formula to insure properly con 
trolled audience participation. One 


} 
t 


hing is certain plan your next sales 


meeting tor your OWN spec sal prob 
lems and pe rsonnel in the sales field 
then utilize audience pat 


vith control. 


ticipation . 
lying up the program during the 
final minutes, I summarize: “Last 
vear at Heil we decided to try a new 
idea—to make our sales meeting dit 
t rough the entire vear. We felt that 
we could use the sales meeting as a 
sounding board tor sales ideas from 
both the Milwaukee ofhce and the 
field. We felt that it could best 

ve its purpose as an interchange 
ot thought. ‘Then, trom the ideas 
broached at the meeting, we could 
evolve a set ot objectives to serve as 
guide posts Tor out sales activities aft 
home and in the field. We would 
then have goals to achieve for the 
whole vear. 

‘At regular intervals throughout 
the year, field men received a copy 
of one of the talks made during 
\ letter trom the 
originally viving the talk 
points to 


the meeting. 
person 
( alled 


be ( onsidered., 


attention to mayor 
By this constant repe 
tition of ideas generated at the meet 
ing, we teel that we have made a ma 
terial improvement in the selling tech 
niques of our field organization.” 
All through the skits many things 
occur to keep the 
Salesmen troop in late, they greet 


audience laughing. 


each other noisily and interrupt the 
speaker, one inebriated, 


“girlie” telescope pictures are passed 


comes in 


around, several men fall asleep, one 
becomes entangled in a chair—to 
name but a few bits of “business.” 

In each case not only were out 
audiences entertained and (to some 
degree ) educated, but they 
something about the products and 


scope ot The Heil Co. While it 


isn't always necessary to present a 


learned 


glittering production, we have learned 
that it pays to put vour sales. staff 
on the road for limited “one nighter”’ 


appearances, 


KEY CITIES 
in the SOUTH 


GREAT DINKLER 
HOTELS 


mery \s 
in Mont AntER JEFFERSON AY 
the 


Orleans 


- = 1. CHARLES 


For full information address 
Convention Manager, Dinkler Hotels 
The Dinkler-Ansiey, Atlanta 1, Georgia 


GREAT at © 


the La 


Ont} 


ibe 


| COMPLETELY AIR CONDITIONED 
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THE GREATEST NAME IN 
CONVENTION ENTERTAINMENT 


& 
HOWARD 
LANIN 

* 


ONE WAY to achieve greater reoetition with less boredom is through a panel. 


Shore, Henny Youngman, Jan Carroll and Ish Kabbible participate in Admiral film 


Creating complete ana 
original productions 
the nation's foremost 


industrial organizations 


Mi HOWARD LANIN 


ae Management, Inc. 
oh “ ; ' Bida 1422 Chactr i+ 
VICTOR BORGE composed an original musical score during the course of a Crosley film 


; - % Philadelphia 3, Pa 
Here, during the finale, he is supported by the entire line of 1954 Crosley TV sets 


Affiliates in all major cities 


What's Doing with Visuals 


A rundown on visual aids now being used for sales meetings 
by a half dozen companies. While 3-D is here, there's plenty 
new and different that can be done with conventional films. 


BY FRED NILES 


HOTEL 
Vice-President, Kling Studios, Inc. 


LASALLE AND MADISON 


CHICAGO 


I ef men and \ we \ Teletype 
related fields of education T . CG 28 


rtainment are the experts 


ethod. | | 


manutacturer son @ Complete facilities adaptable to 
ee a ee ne ; any type of function 
; ® Personalized attention to 
every detail 
ganizatious be something, “new and different @ Convenient to railroad terminals 
meetings 1 filmed presentation to climax the @ Located in the center of 
Peer ; alii woud Real downtown Chicago 
nen =o ompleted meeting nd @ Gracious, modern atmosphere, plus 
and mot something new and. different. traditional LaBalle hospitality 
ompetitiv nationally-assembled — audience WRITE FOR ROOM CHARTS, FLOOR PLANS AND FULL DETAILS 


treated to a d and ut ccedented A.M. QUARLES M. P. MATHEWSON 


’ ¥v £ PRESIDENT ‘ ' 
5-1) color sales tilm. ( av Aves DIRECTOR 


people ina tanew | 1 OF sets There 


ENERAL MANAGER 
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“KINGSBRIDGE” 


is the solution! 


When New York lost Grand Central Palace as 
an Exhibition Hall ... IRE chose Kingsbridge 


Armory for 


THE RADIO ENGINEERING SHOW 
March 22-25, 1954 


Because it offers: 
Direct Subway Service to the door. 
All exhibits on one huge floor. 
1/3 more space than on four floors at Grand 
Central Palace. 
No pillars, largest. arch roof in U.S.A. 
Two big lecture halls on floor below. 
Keeps a great show in a great city! 


Exhibits are being booked for 1954 on a waiting 
list basis only, with complete sell-out certain. 
Starting with the big Hotel Exhibition in No- 
vember, five shows have selected Kingsbridge 
Armory. 


THE INSTITUTE OF RADIO ENGINEERS 
Exhibits Office: 1475 Broadway, New York 36, N. Y. 


zoomed into and away from the au- 
dience. Three dimensional films had 
come of sales meeting age. 

The 2-D is ever present, under- 
going some changes and perhaps a 
few innovations, but it is still basic- 
ally as effective as always—especially 
when combined with follow-up vis- 
ual-aids such as posters, wall charts, 
flip charts, diagrams and schematics 
or other more personalized tech- 
niques. 

Kling’s creative staff, challenged 
with the problem of impressing deal- 
ers and salesmen with Admiral Corp. 
product features, developed ‘Lines 
and Fines,” a series of half-hour nims 
based on prevalent and entertaining 
panel-quiz shows. Third in the series, 
devoted to television, featured popu- 
lar comedians Henny Youngman, 
Willie Shore, Ish Kabbible and 
charming comedienne, Jean Carroll. 

In a separate studio, an announcer 
carefully described outstanding. sell- 
ing features of new Admiral models. 
The panel was then quizzed by mod- 
erator about these features and fined 
when it gave incorrect and merely 
humorous answers. 


Repetition Without Boredom 


‘The audience readily recognizes a 
panel show. In a sense, it participates 
in the fun and more willingly absorbs 
the points presented. This format 
also allowed greater repetition of ma- 
terial without boring the audience. 

In itself, the film was entertaining 
and instructive. In its sober moments, 
it presented enlarged studies of the 
product and explained processes that 
cannot be seen by the average eye. 
Unlike most films, it called for and 
paved the way for a definite audience 
participation follow-up. Money and 
prizes accumulated from the filmed 
panel were awarded to the audience 
for correct answers to the same Ad- 
miral features. 

Crosley Division, Avco Manufac- 
turing Corp., Cincinnati, desired to 
keynote this year’s national television 
sales convention and to add impetus 
to regional and district meetings that 
were to follow. 

Conceived for them, as part of a 
completely coordinated plan, was a 
striking 15-minute color motion pic- 
ture starring popular entertainer Vic- 
tor Borge. 

Borge composed an original mu- 
sical score during the course of the 
film and, appropriately, it was titled 
“Crosley Concerto.” Music was built 
from themes descriptive of various 
television features that he demon- 
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SUCCESSFUL 
CONVENTIONS 


We specialize in them. Meet 
here, where the atmosphere and 
facilities will help you get things | 
done, Numerous charming meet- 
ing rooms, from the St. Denis 
Room— seating 400—to smaller 
ones for groups of 25 to 100. 
Make luxurious, modern Hotel 
Dennis your base of operations 
for enjoying all the pleasures 
this peerless resort affords. We're 
just three minutes up the Board- 
walk from Convention Hall 

Write today for full information 
and our convention brochure 

Or telephone your reservations 
to Atlantic City 4-8111. 


Heil WINNS 


Boardwalk at Michigan Avenue 


ATLANTIC CITY 


NOTHING 

FINER FOR YOUR 
MEETINGS & 
CONVENTIONS 


Here is the ultimate in accommoda- 
tions and facilities, combined with un- 
excelled resort features of the famous 
Delano, Shelborne and Shore Club 
Hotels—all ocean front, ideally lo- 
cated and super-fine in service and 
hospitality. Just a whisper from 
Miami Beach's large new air-condi- 
tioned municipal auditorium. May we 
suggest you contact us if you are 
contemplating a meeting or conven- 
tion and desire nothing but the best 
at moderate costs. 

WOLF MULLER 

Director of Sales 

1801 Collins Ave., Miami Beach 
Phone 5-1271 


The Auditorium Group 


THE THE 


DELANO = SHELBORNE 


HOTEL HOTEL 
17th St. and Ocean 18th St. and Ocean 


THE 


SHORE CLUB 


HOTEL 
19th St. and Ocean 
MIAMI BEACH, FLA. 
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strated to the audience. 

At the film’s conclusion, as the en- 
tire new line was shown in majestic 
settings, Victor Borge premiered the 
complete opus. 

Full force of the 2-D motion pic 
ture had been utilized in this example. 
It compelled attention and paralleled 
it with a satisfying aesthetic experi 
ence. 

Seldom has there been greater rela 
tionship between audio and_ visual 
Product, voice and music 
were intricately one. Upon this com- 
mon denominator of experience were 
added follow-up visual aids flip 
charts and pocket manuals and 
meeting guides were made available 
to the Crosley distributor to back up 
the successful hour-and-a-half sales 
meeting. 

This combination of 
aids—each repeated a similar theme 
treatment and utilized identical illus 
trations—firmly established the neces 
sary information. 

The idea that slides or film strips 
are merely a technique 
the client as a result of budget re 


aspects. 


instruction 


imposed upon 


strictions has been proven grossly in 
error, Basic contrasting difference be 
tween slide and motion films is that 
the latter is best able to convey mean 
ing involving action. Slide films can 
illustrate ingredients and final prod 
uct, but motion pictures can bette: 
follow ingredients through produ 
tion. Two of Kling Studios’ recent 
undertakings ilustrate these basic fac 
tors and new innovations employed. 


Economic 


Economy of production was offered 
to Hamilton Manufacturing Co. in a 
recent filmstrip undertaking. “Two 
sales films, one dealing with surgical 
examining room equipment, the othe: 
dental examining room equipment, 
were made from almost the same 
mold, though each dealt with a diffe: 
ent product. By preparing a care- 
fully developed format, the two films 
made use of many identical scenes. 
End result was that two films were 
prepared at a cost slightly more than 
one. 

Mitchell Manufacturing Co., Chi 
cago, had need of a sales film requir- 
ing drama of motion and visual im 
pact of slide film for remembrance. 
Often this combination of slide and 
motion serves as the answer to limited 
budgets. For Mitchell, Kling Studios 
prepared a combination of both tech- 
a simple and_ inexpensively 
produced live sequence interspersed 
throughout non-motion frames. 


Titled “A Midsummer Night’s 


niques, 


LET US 


HELP YOUR SALES GROW 


SY 


‘enESENTATION, hi 
“Wy, 


HOUSE ; SHOWS 


J EAST 73rd ST. NEW YORK, NV. Y. 
PL 3-1400 


WALTER R. PICK—FRED J. PULLEN, JR. 
—U.S. AND CANADA— 


Planning a 
TRADE SHOW 
SALES MEETING 
or EXHIBIT in 


ATLANTIC CITY? 


consult 


MELTL Studios 


Complete Show Decorating 
and 
Display Installation Service 


© DRAPES © SIGNS 
e BOOTH EQUIPMENT 


MELT 2, Petucio 


2304 PACIFIC AVENUE 
ATLANTIC CITY, N. J. 
Phone 4-3942 


~</, NORTHWEST 
22> Orient AIRLINES 


help you 
boost 
attendance! 


Fast, frequent 
tween major citte oastt 


ast. Contact any Nort 


west office or Conventior 
Bureau. Northwest Airline 
Avenue 


B85 University 


St. Paul 1, Minn 


A world of experience 
over 26 years 


Westars Regional 


Chincilia Show 
1955 
»\ Las Angeles 


HANDPAINTED MAP TRAYS 
48 STATES — ALASKA — HAWAII 
Beautiful handpainted ceramic 4 inch trays 


For Advertising © Conventions © Gifts 
Write for information 


LAURA CERAMICS 
PICO 19, CALIFORNIA 


ANNIE 


COMING 
Monday Morning Myth 


Explodes myth that meet- 


ings get a better start on 


Monday Fells 


advantages 


of planning Thursday open- 


savings in 


ing with its big 


time and cash—not to men- 


tion blood pressure 


October | issue 


Dream,” live 

ifftractive young g rl 
n ght clothes 

This, of 


nterest spring-board 


sequences depicted 

dressed in allur 
tossing in_ restless 
sleep. 


derful 


course, Was a won 
1 into the 
relatively cold sales inforn ition about 
room air conditioners. 
Another Kl nye-« reated filn tor 
Mitchell likened a summer heat prob 
actually 


il footage oft hippos at 


lem to a hippopotamus 
shoot ny spe 
the ZOO 
Massey 
ie, Wis. 


suggestion that the operat on oft on 


Harris Tractor Co Rac 
agreed to Kling Studios’ 


petitive equipment be an mated. In 


doing so, it was clearly shown how 
some competitive tractors do not use 


hydraulic 


ward 


h exert down 
i plow or othe: 
Shocks are indicated tra 
through the vehicle 


systems whi 
pressure on 
farm tools. 
veling into the 
driver In the following live action 
using the Nl assey Harris tractor, th s 
what happened—thanks to 


hy draul ( 


proved 


was not 
the \l H two-way 
Animation has 


svstem 
itself on 
countless occas ons, not only as entet 
tainment, but a competent conveyor ot 


tec hn il and 


otherwise highly inti 
cate intormation. 

There are occasions when eCCOnOTNY 
and sales needs 
film 


economy. Script 


meeting require no 


whatever, thus effecting greate 
presentations — tot 
“live” actors, puppet shows and scores 
ot other efficient, enjoyable and appl 

cable 
What 


decision as to 


visual-aids can be 
indicated 
method 


prepared, 
s clearly is that the 
and 


should be left to the expert 


) 
) 


for your next 


SALES MEETING 


A luxurious resort hotel special- 
izing in conventions . . . finest 
meeting and banquet room in 
the south seating 1500... ex 
perienced convention staf 
trained to handle a “package” 
convention for you. Convenient- 
ly located between New Or- 
leans and Mobile. Write us for 
more detailed information. 


Jimmie Love, Gen. Mgr 


Siu itr 


OVERLOOKING THE GULF OF MEXICO 


THE 1 


CLARIDGE 


HOTEL 
ATLANTIC CITY 
MODERN AS TOMORROW 
TO SERVE YOU TODAY 
Seventeen’ meeting rooms — cli- 
maxed by Trimble Hall—provide 
facilities for groups of from 25 to 
950 persons. Exhibit space of ap- 
proximately 12,000 square feet is 
available, serviced by heavy-duty 
elevator. 
A choice of 400 spacious rooms— 
majority overlooking the ocean— 
each with private tub and shower, 
fresh and sea water—music for 
dancing twice daily. 
GEORGE 8B. BRUNI 
General Manager 


ADA TAYLOR 
Director of Sales 


STANLEY B. CAMPEELL 
ales Manager 
Telephone Atlantic City 


‘SS WE SAISCRAPER 
Sy- THE -SEA 


Let George Do It 


Let George, Henry, Harry, John, Sam—or whatever names 


your salesmen own—present training material for your meet- 


ings. The Reardon Co. finds men get more out of a session 


when they are the trainers. It works for young and old hands. 


BY JACK B. CONNORS 


Eastern Division Manager, The Reardon Co. 


\llowing salesmen to participate 
ina sales-meeting Is nothing new, but 
ofhcials of Eastern Division, ‘The 
Reardon Co., Bayonne, N. J., 
paint manufacturers, have added a 
new wrinkle to this. old 
‘They not only allow a salesman to 


water 
formula. 


get into the act, he emerges a com 
bination judge, critic, sales trainer, 
and assistant sales manager. Re 
sult: a continuous sales training pro 
gram tor both old and new. sales 
men, in nice easy doses. 

The Reardon Co. has just com 
pleted another of its spec ialized sales 
gatherings at the Raleigh Hotel, 
Washington, D. C. According to 
Sales Manager Harold F. Volgstadt, 
‘“Salesmen not only like this type of 
meeting, but it also gives us a con 
tinuing check on thei progress and 
ability to cope with changing sales 
and technical problems in our busi 


ness. 
Too Much to Remember 


Reardon, like most progressive 


companies, has always believed in 
giving new salesmen a packaged train- 
ing program. ‘This usually lasted 
trom eight to 12 weeks. Experience 
proved, however, that there were just 
too many things tor a man to remem 
ber, particularly on the technical side. 
Some: continuing training program 
was needed to help the salesman help 
himself, and it had te be done with 
the least loss of time in the territory. 
his new sales training technique is 
the result. 

\leetings are planned 
months in advance by Harold Volg 


stadt, sales manager, and me. Prod 


several 


ucts tor discussion are assigned to 
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each salesman with a description ot 
his imagined audience. One sales 
man might be asked to introduce a 
brand new product to a group of dis 
tributor salesmen, with all the neces 
sary props for an interesting and in 


structive meeting. 


Varied Assignments 


Another salesman must present an 
established product to a similar gath 
ering, to rebuild interest in the sale 
of the product. Another man ts 
asked to tell of the promotion and 
advertising behind a certain product 
to persuade a group ot dealers to tie 
in with the promotion, some ot 
the salesmen are asked to give a sales 
story on a certain product. suitable 
for a. five-minute interview with a 
busy buver. 

\ rigid time schedule is set for all 
presentations so that the program 1s 


Usually 


salesmen are assigned the same topics 


fast and snappy. several 
However, they are prepared separate 
ly so that each presentation comes 
out differently. usually 
prepared by the salesmen, who call on 
the Production Department for as 


Props are 


sistance. 

At a conterence room in the se 
lected 
ind the sales manager join salesmen 
around a large table, each with pad 
and pencil. As each salesman pre 


hotel, the division manager 


sents his story if 1s preserved on ia 
After the presenta 


salesmen are asked 


tape recorder, 
tion, the othe: 
their opinions of the talk and where 
it could be improved. 

Some of the newer salesmen were 
at first slow to offer criticism. \s 
meetings 


progressed howevet this 


YOUR NEXT ; 
VENTION 


CON 


Ask us to help you with 

our free convention services 
arrange room reser vations, 
banquets, cocktail parties 
speakers, meeting halls 
other details. Write now for 
complete information and 


our reference: 


CONVENTION BUREAU OF THE 
RENO CHAMBER OF COMMERCE 


P.0.BOX 2109 TWX RE 46 
RENO, NEVADA 


“Let's call in 
the experts." 


Thirty years of producing top-talent 
shows gives us a professional “know- 
how” you can use. Our coast-to-coast 
affiliations guarantee the finest talent, 
music and orchestras in convention enter- 
tainment 


Whether a single act or an entire even- 
ing’s production, there will be plenty of 


comedy, laughs, variety, thrills and audi- 
ence participation. 


Our shows personally supervised regardless 
of convention location 


Franchised by American Guild 
Of Variety Artists and American 
Federation of Musicians. 


MARTY JOYCE ATTRACTIONS 
209 South High Street 
Columbus—15—Ohio 

Telephones: Walnut 3441 or Main 5689 
Esther Quinn Joyce Marty Joyce 


Was overcome by stressing tnat sound 
criticism helped everyone—and that 


was the purpose of the meeting. (° 
Von MU 
f you are Played Back pa 


planning a baeai location ( nearest the Convention Hall ) 


Between the talks and the critique, with lunurious guest rooms, deluxe suites, unen- 


Sales Meeting ill pha ¢ ot the water p aint busine celled service, internationally famous cuisine and 
‘ ases oO > ate ‘ Ss 


a magnificent dining room overlooking the sea 


or Convention got 4 thorough going over. ‘I he The Shelburne has excellent accommodations 


x critique serves another purpose, too. for small groups or large meetings 
in Chicago When one salesman criticizes another For the ultimate in gracious living and superb 
facilities, the Shelburne proudly offers its pent 


for omission or lack of salesmanship, house. “Kenmare Hall” high atop the hotel 


It will ’ 
, poet se a he usually makes sure he doesn't 
oO . . 
sonal lee make the same mistake himself. Afte: 


ARR each man has added his comments 
W the presentations are played back on 
the tape recorder. Salesmen can hear 
PHOTO COPY co. how he sounded to his audience, and i I | b | R \ | 
414 S. STATE STREET 


usually turns out to be his own most 
Chicago 4, Illinois severe critic. Comments are then 
HArrison 7-9515 summarized by the division managet 


and the sales manager, and tapes are Joseph M. Hitzel Jr, General Monager 
Telephone Atlantic City 4-813) 


Atlantic City’s Foremost Luxury Hotel 
On the Boardwalk at Michigan Avenue 


A complete service turned over to the salesmen. 


under one roof: Mike fright and uneasiness were 
SALES PRESENTATIONS early problems, because salesmen knew 
CONVENTION DISPLAYS they were facing a critical audience. 


This has since ironed itself out, and 


PLANOGRAPHING presentations at each succeeding meet 
GIANT PRINTS e PHOTOS ing have been more polished and pro 


fessional. 
PHOTOSTATS « CUT-OUTS Meetings have proved fertile in the 


production of new ideas and ap 


a! le C ‘ proaches. Junior salesmen pick up 
t 4 ; j ° . 
Wav ourteous, Rapid Service innumerable sales ideas, and product 


information from the more experi 


enced men. Conversely, sheer pride 
keeps older men on their toes. If 


* a 
iami edc one man has a problem, several others We HAVE THe 


usually have a solution, so that every 
An Ideal Place to Hold one goes away loaded with ideas. e 


Your Next Sales Meeting Management usually comes away 
with the most ideas of all. 


Give Prizes 


Votes are cast by salesmen for best 
presentation at the end of the meet 
ing and a prize given. Experience 
is taken into consideration on_ this, 
and to date, junior salesmen have 
walked away with more prizes than TO ASSURE A 


olde salesmen. 
Business sessions of these meetings 
New air-conditioned Municipal last two day, while the third day 
Auditorium seats 4,500 : 


is assigned for golf match, sightsee 
@ Everything for every size group, ing, or general relaxation. A cock CONVENTION! 
large or small tail party is usually part of each eve 2 
@ 28,000 hotel rooms ning’s entertainment, although there Mr. Shepard Henkin 
@ Fine restaurants are no formal dinner parties or Sneae af “ov 
@ Famous shopping centers planned programs at night. 
e@ Delightful weather year-round Basic spirit of Reardon - sales HOTEL 
@ Plenty to see and do training program could be summed GOVERNOR 
@ Reduced convention rates in up by a little sign that hangs in the } 
spring, summer and fall 


St. Louis office of Sam Krupnick, 
For information, write: Tom F. Smith, Dir Krupnick & Associates. Reardon's 
Miami Beach Convention and Publicity 


Bureaus, City Hall, Miami Beach 39, Fla advertising agency. The sign reads: 1200 outside rooms with bath, circu- 
No one of us is as smart as all of 


information? Please write: 


lating ice water, Servidor and radio. 

a ; 7th Ave. at 31st St. (Opposite Penn Station) 
Each Reardon salesman believes NEW YORK CITY 

this, and it’s paying off. 


This Message is Prepared and Published 
by the City Government of Miami Beach 


us. 
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ORY QUICKLY 


TWO HEMMED CORNERS on a piece of flannel slip over plywood or heavy cardboard. 


Two corners on bottom of flannel have elastic bands to grip board. Symbols adhere easily 


Flannel-Board Kit Tells 
Story of DuPont Fibers 


For less than $10, department stores get a complete train- 


ing kit on characteristics of new fibers. Kit includes flannel- 


board "fiber circus," cued script and book of instructions. 


\ circus motif has been developed 
for a new flannel-board by the pro 
motion section of E. I. du Pont de 
Nemours & Company’s Textile Fi 
bers Department for use in_ sales 
traning programs. 

Ihe flannel-board, produced by L. 
A. Whitney Display Co., New York 
City, is designed to help get across 
accurate and usable sales information 
to personnel about Du Pont’s five 
fibers—ravon, acetate, nylon, Orlon 
acrylic fiber, and Dacron polyester 
fiber. 

Since the general fund of infor- 
mation about rayon and acetate is 
greater than that about the last three 
fibers, the presentation concentrates 
on Orlon, Dacron and nylon, pro- 


viding an interesting and unusual vis- ‘ 


ual aid for talks about the easy- 
living characteristics of these fibers. 

A complete kit, for use by retail 
stores, has been made available by 
Du Pont at a unit price of $9.95, 
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or less than the cost of the ma 
terials. It includes a three by four 
foot piece of black flannel, a complete 
set of cards, script, set of directions 
and a number of reference booklets. 
A booklet, that can be slipped into 
a sales-book, contains a review of 
the flannel-board 
has spaces tor 


presentation and 
personal comments. 
Kor the benefit of sales people, the 
kit contains a list of questions most 
often asked about the Du Pont fibers 
and the answers. 

Information about fibers brought 
out in the training kit includes data 
on chemicals used in making Dacron 
polyester fiber, Orlon acrylic fibe: 
and nylon; their physical characte: 
istics; their similarities and diffe: 
ences; their effect on finished gar 
ments; and how to care for these 
garments. 

The circus motif is carried out in 
the presentation by cards carrying cit 
cus symbols” well-known to most 


and yet so foreign! 


A French Canadian mountain village 
on its own 5000 acres. Finest conven- 
tion and recreational facilities. Superb 
cuisine. Bar 

Groups up to 300 during June, 
September, October smaller groups 
during winter or summer seasons, 
Write for full information! 


Only 90 miles north of Montreal 


Mont Tremblant 


tae Lodge 


‘Mont Tremblant, P. Q. Canada 


e--..{ 1 
‘ins eee 
International Amphitheatre 


| Home of the Chicago National 
Automobile Show — Chicago Inter- 
national Sports and Outdoor Exposi- 
tion—Sonja Henie Ice Revue—Inter- 
national Live Stock Exposition — In- 
ternational Kennel Club Dog Show— 
The Chicago Home of the National 
Metal Exposition—International Heat- 

| ing and Ventilating Exposition. 


| 260,000 Sq. Ft. Exhibit Space 
Individual Halls 
4,000 to 55,000 Sq. Ft. 
° 
ARENA SEATS 12,000 
Air Conditioned 
Many Smaller Meeting Rooms 
. 
Free Parking for 4,000 Cars 
15 Minutes frofn Loop Hotels 


International Amphitheatre 


42nd & Halsted Chicago 9, Ill. 


Labodly 


MEMPHIS, TENN. 


Convention 
Headquarters 
of the South 


Completely Air-Conditioned 
All Convention Facilities, 
including approximately 
18,000 sq. ft. in meeting 
rooms and 278 ft. display 
space, all on mezzanine. 

Write for further information. 


F. R. SCHUTT, Pres. & Gen. Mor. 


onal 


ed ol le od et tat Aa at aw 


MORE FOR YOUR 


CONVENTION DOLLAR 


Attractive Rates for 
All-Year-Round Dates 


| Full-Time Competent Convention Staff 


MORE CONVENTION SPACE 


Largest Hotel Convention Hall in 
Atlantic City 


Our own Westminster Hall, !2 private 
assembly rooms seating 50 to 1500; 34,600 
sq. ft. for exhibits, shows, conferences 
Private entrances, 4 registration rooms 
checking rooms. All main floor rooms 


| MORE CONVENTION FACILITIES 


Sleep 750; Banquet accommodations in 
Westminster Hall 1200, in Wedgewood 
Room 800; P.A. System, stage, motion 
picture booth, fine acoustics 


ON THE BOARDWALK ‘ATLANTIC CITY 


Larry DeFrances, Dir. of Sales 
ATLANTIC CITY 4-1251 
| Air-Conditioned Cocktail Lounge & Grill 
Largest Musical Bar in Atlantic City 
Sun Decks—Ocean Water Baths— 
Unexcelled Cuisine at Moderate Prices 


everyone. For example, high bulking 
quality of Orlon is illustrated by a 
drawing of spun sugar candy; nylon’s 
strength is represented by a side-show 
strong man; resistance to shrinking is 
shown by a long-necked giraffe. 

How each card should be worked 
into the presentation is shown in 
the prepared script for the du Pont 
“fiber circus."” “The company recom 
mends that, during the program, sam 
ple items of merchandise be passed 
through the audience to demonstrate 
hand, look, bulk and other fabric 
qualities. 

Directions for use of the flannel 
board suggest use of a piece of ply 
wood, masonite, heavy cardboard, 
etc. Hemmed corners of the flannel 


should be slipped over the top of the 


board and held by elastic bands at 


the bottom. ‘Ihe board should be 


skhkkkkkkkk kiiKKickk 


t 


They Con 


New 
York 


from everywhel 


to enjoy the 
Value, Comfort and 
Convenience of the * 


Woodward 


BROADWAY at 55th STREET. 
Ideal accommodations 
for 800 quests 


Private baths, showers 
and radio. Television! 


FROM S350 $500 


SINGLE OOUBLE 


OO a a EE 


KKKKKK KKK 


© GUEST ROOMS—750 


EXHIBIT SPACE—44,000 sq, ft. 


p> —-FACILITIES— 


To handle ALL TYPES OF MEETINGS successfully. 


© 14 AIR-CONDITIONED MEETING ROOMS 
Hotel Connects with Civic Auditorium 


underground passageway -to a conditioned Cisic Auditorium 


placed on an easel or on a desk or 
table. 

The many-hued cards, descriptive 
of the fibers’ properties, should be 
arranged in order so that they may 
be applied to the board without fum- 
bling or search. Each card is backed 
by a “fiber-grip” material that pro- 
vides excellent adhesion to the flan- 
nel—fibers cling together, vet the 
cards can be easily removed. 


Cues 


Cues for attaching the cards to 
the board are contained in the script. 
Fach underlined word calls for pla 
ing a new card on the board. 

The flannel-board presentation was 
developed when the DuPont Co. 
tound that it was difficult to get 
across a retail training program on its 
fibers without some visual means of 
bringing simplicity and order to a 
bewildering array of properties, chem 
icals and uses. 

It was decided to tollow the par- 
tern set by the company’s employe 
relations department in its “HOB 
SO” (How Ou 
Operates ) 


Business System 
program, which uses a 
Hannel-board and hundreds ot cards 
to present for discussion an_ intri 
cate, detailed story convincingly mn 
a relatively short time. 

In addition to making the new 
“fiber circus” kit available to re 
tailers, ‘Vextile Fibers Department 
retail training specialists are using 
the flannel-board presentation in their 
programs at various stores through 
out the country. In a typical pro 
gram a du Pont retail training 
specialist will discuss man-made fibers 
with store executives as well as with 
personnel from the hosiery, glove, lin 
gerie, sportswear, men’s furnishings, 
house furnishings, children’s and in 
tants) wear and dress departments. 


SEATING CAPACITY—5,000 


GRAND RAPIDS, MICHIGAN 


L. E. Ames, Director of Sales & Advertising 
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Convention 


on, Businon 


New Auditorium 


Illinois legislators seem determined 
to have a new convention hall in Chi 
cago. Money for the building will 
come from a fairs and expositions 
fund derived trom a 1% tax on 
parimutuel bets at race tracks. 

Both Republicans and Democrats 
are backing legislation to make the 
building possible and are pushing for 
early enactment over opposition. Op- 
position to the planned convention 
hall, probably on Chicago's lake 
front, came trom several quarters. 
William Wood Prince, president, 
Union Stock Yards and Transit Co., 
owner of International Amphitheatre, 
and Arthur M. Wirtz, president, 
Chicago Stadium Corp., appeared be 
fore state legislative committees in an 
effort to halt plans for a new hall in 
Chicago. 

Mr. Prince revealed plans to en 
large International Amphitheatre. 
Additional 100,000 sq. ft. of exhibit 
space—on the west end of the build 
ing—would provide the required area 
for the nation’s largest and growing 
expositions. If a public hall is built, 
Amphitheatre plans to expand will be 
ruined, Mr. Prince told legislators 
He indicated that the new auditorium 
might force the Amphitheatre out of 
business. A similar view was ex 


pressed by Mr. Wirtz who ndicated 


that the Chicago Stadium was in the 
red last year and the loss of 25 events 
would force the building to close. 

Chicago Convention Bureau count 
ers these claims by declaring that the 
new convention hall would attract 
enough additional business to the city 
to double use of the Amphitheatre 
and Stadium. 


Promoting Armory 


While Chicago is the nation’s top 
convention city and has 
problems 
trade show 


king-size 
meeting and 
facilities, difhcult situa 
tions exist in many other cities. New 
York City, while awaiting its new 
Coliseum (hoped tor in 1956), is 
putting plenty ot effort behind pro 
motion of Kingsbridge Armory, in the 
With 
the closing of Grand Central Palace 
to trade shows in October, Kings 


concerning 


Bronx, as an exposition site. 


bridge Armory is sole salvation tor 
New York City’s exposition business 
until 1956 (or thereabouts ). 

\ special meeting was called re 
cently to establish the Armory as new 
exposition center of New York. Ex 
position managers, electrical, plumb 
ing and display contractors, Armory 
officials, city trafhe 
others were called together by Royal 


engineers and 


W. Ryan, executive vice-pres dent 


The Ideal Place for Meetings, 
Conferences and Forums 


3 Hours from New York 


High in the scenic Poconos in a restful atmosphere. Only three hours 
from New York by car or train (on Lackawanna Main Line) 


Accommodations for 400 persons under one roof 


Additional 


rooms nearby. Auditorium seating 1000. Plenty of small committee 
rooms, reference library, spacious lob- 
bies and porches, heated garage, trans- \\35 
f 
Vw 


portation from station 


Space generally available after 
vember 1, 1953. Reservations aré 


being recorded for 1954 and 1955 


For particulars write Clifford R. Gillam 


General Manager 


Buck tll Fal 


sennsvevaele 


For 
HIGHLY 
SUCCESSFUL 
MEETINGS 


high point inn 


IN THE PICTURESQUE 
POCONO MOUNTAINS 


@ All rooms with private bath and ‘phone 
® Accommodations for 150 people 
@ Large variety of modern meeting rooms 
@ Unexcelled Pennsylvania Dutch Food 
© 16mm sound movie projector and screen 
@ Public address system 
@ Panels and blackboards 
@ Raised speakers platform with rostrum 
@ 2” x 2” and 35mm kodachrome 

slide projectors 
@ Easily accessible by car, 

bus, rail or air . 

only 100 miles from New York City 


RECREATIONAL FACILITIES 


golf, 9 & 18 hole courses a 58 
; ese 
wining oot Sy SOP 
P i. * 
badminton 
shuffleboard 
horseback riding 
archery 
billiards 
sun bathing 
croquet 
table tennis 
horseshoes 
mountain hiking 
indoor games 
putting green 
outdoor barbecues 


For full information and brochure, write: 


Chas. D. Geissinger, Managing-Owner 


Iniqgha 
point 
1M 


Mount 
Pocono 50, 
Pennsylvania 
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If you choose Cincinnati's finest — 


The Air-Conditioned Netherland Plaza Hotel 


*Seeceee?” 
Especially designed for Conventions and 
Exhibits. 
wy reg 
800 rooms—garage in building. : = 
Plus 400 additional air-conditioned rooms 
in our Modern TERRACE PLAZA HOTEL. 


Mary Hesse 
Director of Sales and Advertising 


John G. Horsman 
General Manager 


Owned and Operated b 


NETHERLAND PLAZA = "hos_Emery’s Sons. i: TERRACE PLAZA 


Cincinnati 


in CONVENTION 
TRANSPORTATION 


@ Jurn over your convention trans 
portation worries to Gray Line- 
experts with long experience in the 
field—equipped to serve you in im 
portant cities throughout America 
Give them the problem of furnish 
ing transportation between hotels 
and convention headquarters, Ask 
about special charters, sightseeing for 


conventioneers and their wives. 


CHARTER BUSES 


For personal consultation and service write 


LIMOUSINES 
Harry J. Dooley, President 


GRAY LINE ASSOCIATION 
10 N. LA SALLE ST., CHICAGO 2, ILLINOIS 


U-DRIVE SERVICE 


RQQAQQMan nn gq Qagy AQAA 
SN 


SACRAMENTO 
Cabfornias Capital Cily 


sy, & & ~— ‘ 3 
= for ~ 
= Conventions 
“> Sars = 
Meetings ar ee 
Trane Snows = > huh fi 


Expositions 


— 


sueTope. in Hoopitality and Service” 


Our services and facilities will surprise you 


RAY J. KRONEMEYER 
Exec. V. P. and Gen. Mar., Sacramento Convention 
Bureau 
Sacramento 14, California 


. . Contact 


Glibert 2-2978 


New York Convention and Visitors 
Bureau, to iron out anticipated prob- 
lems. 

Consensus of the meeting’s partici- 
pants indicates that enthusiasm for 
the Armory site will increase as show 
managers and exhibitors become bet- 
ter acquainted with the huge facilities 
available—unobstructed floor space— 
and its accessibility by all means of 


_ transportation. 
‘ 


Factors discussed at the meeting 
were parking facilities, trafic condi- 
tions, utility considerations, accessi- 
bility, and publicity and promotion of 
the Armory as an exposition center. 
Additional meetings are planned to 
strengthen the Armory’s position with 
the exposition industry. 

“The $60-million exposition indus- 
try which appeared lost to New York 
City when the announcement of 
Grand Central’s closing was_ first 
made, now looks definitely saved,” 
says Mr. Ryan. Four major exposi- 
tions are now scheduled with others 
reserving tentative dates. “Indica- 
tions are so favorable,” says Mr. 
Ryan, “that the outlook is on the 
bright side.” 

Expositions now scheduled for the 
Armory are: National Hotel Show, 
Institute of Radio Engineers, Inter- 
national Flower Show and National 
Motor Boat Show. 

New York City’s convention busi- 
ness has a big stake in the Armory’s 
success aS an exposition site. Group 
business now represents 20% of the 
transient hotel space in the city. 


More New Plans 


If New York and Chicago are 
faced with building problems, so are 
almost a dozen other cities around 
the country. Pittsburgh is in the 
throes of convention-hall planning 
with factions pulling in several direc- 
tions. While progress is slow, it ap- 
pears Pittsburgh is on the way to a 
new exposition site. 

Richmond, Va., is again showing 
signs of reawakening to the need of 
new convention facilities. A proposal 
was placed before the city manager 
for construction of a municipal audi- 
torium-arena. There's no complete 
accord in Richmond, either. One 
group favors a site several miles from 
the business area while pressure for a 
building near the business district 
comes from other quarters. 

State fairs throughout the country 
are making the most ambitious build- 
ing plans and many of these plans 
include new exposition halls. New 
Mexico State Fair is to build a $1- 
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MEET "down South'* 


MEMPHIS 


MODERN © 
ATMOSPHERE 
AIR- . 
CONDITIONED 
COMFORT 


| COMPLETE 
CONVENTION 
FACILITIES 


DINING & DANCIN 
NIGHTLY 
*EXOTIC 
BALINESE ROOM | 
*MAGNOLIA ROOF | 


HOTEL 


Vanioeal 


ONE BLOCK FROM MUNICIPAL AUDITORIUM) © - 
00 ROOMS | 400 BATHS 


1R-CONDITIONED 
MEETING ROOMS 
T, CAPACITY 


SCOTT J, STEWART, — 
MANAGING pinecryg 


hea 


HISTORIC 


ELeamsba ung 
VIRGINIA 


A distinguished 
setting for 
meetings 


conferences, forums 


to 300 person be iu- 


17 9 
lamsburg offers conference 


ind their families an oppor- 
combining business with an 
holiday in thi 
community. H« 
] 


prov laimed our 


re, where great 
American faith 
omething of interest for ev- 
—tour throug h the 


, the C 


Governor’ 
Pala 


ibition buildings, 18th century 


Capitol and other famou 
gar- 
nnis, ¢ VK 


1 , golf, te ling. 


1] t ] 


ne cCulsine, cxcellent accommodae- 


tions and t 


tr) 


rue Virginia hospitalit 


mecting 


Williamsburg Inn 6 hotes 


For descriptive booklet and information write: 
Grant M. Washburn, Williamsburg Inn, Williams- 
burg, Va. or call N. Y. Res Off., Circle 6-8896 


MRURURURURENRURERN 
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million coliseum this year. ‘This hall 
will seat 18,000 people. 

Heart O’ Texas Fair, Waco, 
completed its new $1,242,000 
seum after more than a year’s con- 
and an additional $300,000 
is to be spent on a heating and ven 
tilating system for the structure. 

To make its facilities more attrac- 
tive to expositions, Cow Palace, San 
Francisco, is now laying a 10-inch 
over a 30,100 sq. ft. 
It will be completed in August. 
Previously the floor was clay. 

In Canada, too, the building bug 
is biting. Canadian National Exhi 
bition will have a new Food Prod- 
ucts Building in 1954. Covering over 
130,000 sq. ft., the building will cost 
$11 million. Work the 
building will start as soon as 
year’s exhibition closes. 


just 


coli- 


struction, 


concrete floor 


area, 


on new 


this 


Bureau Financing 


San Francisco Convention and Vis- 
itor Bureau is adopting a new financ- 
ing plan to produce a more equitable 
system for solicitations. Bureau wants 
purveyors to city’s hotels to share the 
burden in attracting more conven 
tions to the city and thereby deriving 
greater business for themselves. Out 
of 500 hotel purveyors in the city, 
only about 75 are contributing to 
Bureau efforts. 

Plan being put forth by the Bureau 
is to have purveyors contribute % of 
1% of their gross sales of principal 
hotels to the Bureau’s fund. Accord 
ing to the Bureau, this will increase 
purveyor visitor-solicitation contribu 
from $13,000 to $25,000 an 
nually. The plan, according to the 
Bureau, is fair to all purveyors for it 
contributions based 
revenue enjoyed from hotels, sites of 
conventions attracted through Bureau 
efforts. This plan is currently used 
by bureaus in St. Cincinnati 
and Chicago, San Francisco Conven 
tion Bureau reports to its members. 
D. Smith, treasurer, Mark 
Hopkins Hotel, was named chairman 
to handle the solicitation plan. In 
outlining the needs for a better solici 
tation plan, Mr. Smith says: 

“We are confronted with the alte: 
natives of having the Bureau either 
abandon convention and 
licitation and servicing, and diverting 
its staff to conducting a drive for 
volunteers from among our contribu- 
tors and sending them forth as cap 
tains and colonels in an army of 
nation solicitors, or employing an ex 
pensive fund-raising organization. 
The city cannot afford to have its 
soliciting staff diverted even a day 


tions 


requires upon 


Louis, 


(seorge 


visitor so 


do- 


PLAN YOUR 


SALES CONFAB 


OR YOUR 


CONVENTION 


AT THE 


FUN ann SUN 


SPOT OF AMERICA 


CONVENTION BUREAU 


NEVADA 
CHAMBER OF COMMERCE 
© > 


Pardon our pride... BUT 
we are ideal 
for sales meetings 


SPLIT ROCK 
LODGE AND CLUB 


on Lake Harmony in the Poconos 


@ Complete meeting and banquet 
facilities for groups up to 270. And 
when business is over, enjoy a large 
variety of sports and recreation, 
both outdoors and in the Lodge 


e Only three hours from New 


York or Philadelphia. 


e For full information, write 
W.D. Herrmann, Split Rock 
Lodge and Club, White Haven, 
R.D. Pennsylvania or telephone 
White Haven 4561 


RAND CANYON is most enjoy 

able in Winter, Spring and Fall 

All South Rim facilities are open 
the year round and available for meet 
mall conventions up to 300 be 
tween October 15 and April | just when 
city hotels are crowded. World-famous El 
Tovar Horel and Bright Angel Lodge 
the brink of the South Rim offer 
guest rooms, two ample 


nd 
ina 


ings and 


meeting 
banquet ftacilitu Conducted 
slong the Rim an 
MK Crall (fips int the 
fascinating outd 


Write to Mana 


Go uote’ 


imheseeing drives 


i 


eer 


EL TOVAR' 


BRIGHT ANGEL LODGE 


Yosemite National Park, California 


Modern comfort and every facility for 
sales and convention meetings amid spec- 
tacular mountain scenery. Centrally lo- 
. . » Sleeping 
capacity 200; dining capacity 500, with 
additional sleeping capacity in cottages 
to accommodate 500. Completely equipped 


cated and easy to reach 


meeting rooms. 


For full information and colorful booklet 
write Convention Department, Yosemite Park 
and Curry Co., Yosemite National Park, 
California. 


‘I hat 
day might thereby be a bad one next 
year or the year after.” 


trom convention solicitation. 


Pointing out that the more money 
and manpower expended by the Bu 
reau, the more conventions will come 
to the city, Mr. Smith told Bureau 
members: ‘‘We were startled to ob 
serve that not only have the hotels 
increased their contributions 400%, 
and purveyors by less than 100%, but 
that only these 75 out of 500 pur- 
veyors to visitors through hotels are 
contributing at all. It costs money 
to bring visitors here. There is no 
selling without sales cost and the Bu 
reau is our selling force.” 


San Francisco’s purveyor-solicita 
tion plan is equitable for all. If the 
14 of 1% levy on a purveyor’s sales 
to hotels is greater than his $100 an- 
nual membership fee, he only pays the 
difference between the levy and his 
membership fee. If his sales to hotel 
mean less than $100 as levied at the 
14 of 1%, he would receive 
a refund of the differenc e betw een 
the levy and his membership fee. This 
will prevent a_ firm making 
token contributions without receiving 


rate ot 


trom 


direct benefits, the Bureau points out. 


Trend Continues 


It was reported back in October 
(Editor’s Notes, page 9) that a trend 
may get underway when a Chicago 
furniture rented Interna 
tional Amphitheatre for a big turn 
ture sale. 


retailer 


The trend to use audito 


riums for retail sales is definitely 
developing. 

Kaurman Carpet Co., New York 
City, staged a rug sale in Madison 
Square Garden's exposition area and 
sold Sl-million worth of rugs. Sales 
men tried roller skates to speed sales. 


Another 


in Chicago and 


furniture sale is planned 
many retailers in 
other cities are mulling the idea over 
as a new merchandising technique. 
While the retailers might appear to 
be competing for auditorium space, 
currently scarce for large expositions, 
the retail sales can be fit in conven 
time element 
It’s ideal 
additional 


iently between shows 
of the sales is not critical. 
for auditoriums as an 
source of revenue. 


Bigger Meetings 


Insurance companies beat all-indus 
try averages for attendance at sales 
National meeting attend 
ance tor insurance companies is 298; 
for average company, 84. Regional 
sales meeting attendance for insurance 
companies is 110; for average com- 


pany, 29. 


meetings. 
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SERVICES & FACILITIES 


to assure the success of 


ATLANTIC 
CITY 


Phone 4-305! 


Frank A. McNellis 


General Manager 


HOTEL ST. CLAIR 


Ohio Street East of Michigan 
Chicago 11, Ill. 


@ FACILITIES TO MAKE YOUR 
CONVENTION OR MEETING 
COMFORTABLE & 
SUCCESSFUL 


AIR CONDITIONED, PUBLIC 
ROOMS, RESTAURANTS & 
MEETING ROOMS 


1200 AVAILABLE ROOMS 
OVERLOOKING : 
LAKE MICHIGAN 


A PERSONAL INTEREST 
GUARANTEED 


D. J. Gardner, Sales Manager 
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Philco Does It Like Nobody Did 


(continued from page 12) 


\lore than a year of plann ng went 
into the four-day parley, according 
to Mr. George. Big problems in 
cluded hotel reservations, transporta 
tion, exhibits, meals and = entertain 
ment—just about everything pre 
sented a big problem because ot 
gigantic proportions involved. 

Philco has 126 distributors and 
much of the coordination and local 
level planning was thrown on thei 
shoulders. In addition to hotel-room 
assignments and transportation ar 
rangements, they administered the 
point system that qualified dealers 
for the trip in the first place. 

In order to go to the convention, 
dealers had to earn a specified num 
ber ot points. Points were given Tol 
each product bought. A dealer could 
earn anywhere from two to a hun 
dred points on each purchase, depend 
ing on the price of the item. Points 
were changed from time to time to 
push specific merchandise such as 
radios when their sales slackened. 
Distributors set their own point sys 
tem, for each area had its own quotas. 

By creating a points system to earn 
a trip to the convention, Philco en 
joved a “double play.’ Dealers 
bought heavily to earn points before 
the May deadline, then bought hea 
ily because of the powerful stimula 
tion at the meeting. For two months, 


February and March, Philco pro 
moted the points system heavily to 
dealers. Its dealer publication to 
25,000 dealers featured the vacation 
and holiday atmosphere of Atlantic 
City. 

As can be imagined, many hands 
and heads were set into motion to 
bring the final meeting into being. 
Hutchins Advertising Agency had 35 
people in its Philadelphia office and 
10 in its New York City office work 
on the meeting. Philco had 250 
home-ofice personnel involved. 

Dealers responded above and be 
vond expectations in not only buying 
but in enthusiasm. While Philco 
gave away a peaked cap, many groups 
of dealers arrived with their own 
headgea that they refused to relin 
quish. The ten-gallon hat trom 
Texas and Panama hat from. the 
South were much in evidence along 
the Boardwalk. Many dealer groups 
wore special jackets with Philco em 
blems. 

If dealers arrived jubilant, they 
left elated. ‘They were made to feel 
mportant. They were given generous 
purchase terms as an inducement to 
buy, were filled with product n 
formation and sales features to glad 
den the heart, and were plied with 
more live entertainment in four days 


than the average dealer sees 11) a Vea’. 


t eT ic 


HERE’S 2 EXCELLENT LOCATIONS 


for your Trade Show —Sales Meetings — Conventions ! 


Your choice of two famous 
hotels on fine highways — The 
Cavalier at Virginia Beach on 
Ocean Highway — The Jefferson at 
Richmond, Virginia just two blocks 
off U. S. Highway No. | 

Offering you every convention 
facility . . . handsome conference 
rooms ... spacious auditoriums 

public address system 
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beautiful banquet and lovely guest 
rooms... delicious food 
traditional hospitality and service 
... plus something that makes every 
convention better — the prestige of 
a nationally- 


hee CAVALIER-JEFFERSON 
ted meeting CORPORATION 


ace. W > tk 
« deta : Richmend, Va. 


Sidney Banks, President 


a é 
Meetin ome o] room 
& ro, 
OMs 


The Coquina has its own private 
beach where guests may enjoy 
luncheon and cocktails as they 
bask in the sun plus the added 
convenience of an 18-hole golf 


course at the door. 


Tk» COQUINA 


ORMOND BEACH, FLORIDA 


Mrs. Walter Bovard, Owner Manager 
NEW YORK RESERVATION OFFICE: 
630 FIFTH AVE., CIRCLE 6-6820 


EXHIBITOR’S CALENDAR 


Expositions, Fairs and Trade Shows as Announced for the Next 4 Months 


Accounting 


Controllers Institute of Amer. 
Ser 27. 52 B Attend 
Walter Mitche lr Mr ‘Yi 


t. New York N.Y 


Advertising 


National Assn. of Advertising Distributors 
Jul. 4-5 '53, French Lick, Ind., Attend.—75 
[ Walter, Secy., 509 W. 3rd St., Cir 


nati 2 


Outdoor Advertising Assn. of Amer., 
er 12-17 ‘53. Houston, Attend - 
K ©} r acy., 24 W. Erie St 


cag 


Direct Mail Advertising Assn. Inc. 
Ser 30-Oct. 2 ‘53, Detroit, Attend 
Frank Frazier, Secy 17 E. 42nd St 
York 17, N.Y 


Newspaper Advertising Mgrs. of E. Canada 
Oct 15-17 ‘53. Montrea Attend 65 

J ( Andersor Secy Daily Record 
Kitchener, Ont., Car 


Agriculture 


American Poultry & Hatchery Federation 
Jul. 28-31 ‘53, Milwaukee, Attend.—1!0,006 
Dor nbull, Exec. Secy., 15 W. 10! 
St., Kansas City 6, Mc 


International Apple Assn. 

Aua 10.14 53 Ch caaq Attar | 
Fred W. Burrows, Se 1302 18th St 
Washinaton, D. C 


American Soy Bean Assn. 
Aug. 20-21 ‘53, St. | 


ber M frayer Se 


Dixie Poultry Exposition 
Sep 15-17 ‘53 Ashville 
15,00¢ 

N. B. N 

N. ¢ 


National Barrow Show 
Sep 15-18 ‘53 Austin 
R ( Dougherty H 
Minr 


National Poultry, Butter & Egg Assn. 
Oct. 4-6 ‘53, Chicago, Attend.—3,3 
R. J. Sidney, 110 N. Franklin St., Chicag 
National Dairy Cattle Congress & Allied 
Shows 

Oct 4.1 53 W ater Attan: 

E. S. Este E. Rainbow Dr 

le 


wa 


International Dairy Exposition 
Oct, 10-17 ‘53, Ch 

Edw J Y ung 

Chicaaq 3, 


Future Farmers of Amer. Missouri 
et. 12-15 “53, Kansas City, Attend.—7,500 
A.W. Tenney. Office of Educ Washin yton 


5 
4 


82 


Grand Natl. Livestock Exposition 
Oct. 30-N 8 ‘53, San Francis 


140,0( 
Nye Wil: 


Amusement 


Allied States Assn. Motion Pictures Exh. 
Ort 1 'S3. Bostor Attar cor 


uPont Circle Bldg 


Apparel, Fashion & Textile 


Master Furriers Guild of Amer., Inc. 
Jul. 3-5 ‘53, Boston, Attend 350 

sley, |! W. 42nd St., New York 
N 


Work Clothes & Sportswear Show 


8-22 ‘53, Philadelphia 


International Exposition of Fabrics, Fibres 
& Yarns 

Jul. 26-Aug. 2 New York, Attend 

i 000 


Y 


Textile Merchants Assn. Industries 
Aug. 15-20 '53, Chicag Attend 
Fischer, 222 W. Adams St 


Allied Linens & Domestics Assn. 
Aug. 16-21 '53, New York, Attend 
Herbert Swann, 420 Lexinat 

York, N. Y 


American Textile Chemists & Colorists 
Sep. 17 53. Chicaa Attend 


} ZA 
H Chapin, Lowell 


Textile 


National Canvas Goods Mfrs. Assn. 
t. 4-8 ‘53, Detroit, Attend.—550 
swrence H. Stevens 352 W. 53rd 


rk 19. N 7, 
Automotive 


Truck Body & Equipment Assn. Inc. 

Sep. 21-23 ‘53, Cincinnati, Attend.—60 
Arthur H. Nuesse, Exec. Mar., 1122 DuPont 
Circle, Washington, D. C. 


National Assn. of Indpt. Tire Dirs., Inc. 

Oct. 11-14 '53, Cincinnati, Attend.—2,000 
W W. Marsh, Secy., 777 14th St.. N.W., 
Washington, D, C 


Aviation 


National Air Races 

Sep. 5-7 '53, Dayton, Attend.—1!50,000 
B. T. Franklin, Gen. Mar., 400 Union Com 
rerce Bldg., Cleveland 14, Ohio 


Banking, Credit & Finance 


American Bankers Assn. Annual Convention 
20-23 ‘53, Washington, Attend.—5,000 
t Stieh!, Dir. Edu. Display, !2 E. 

2 Ast + New York 16. N. Y. 

National Assn. of Bank Auditors & 

Comptrollers 

Oct. 19-22 ‘5 »w York, Attend )00 

D. F ; Dearborn St., Chi- 


Barber, Beautician & Cosmetics 


Pan American Beauty Trade Exposition 
S . Attend 500 


6-8 53, New Orlear 


Mrs. Ruth Crow, 3335 Dixie Dr., Houston, 


National Hairdressers & Cosmetologists 
Assn. 

Oct. 25-27 ‘53 ami Beach, Attend 

L. A. Freiberg, Dir f Exh 164 5t 


New York 
Beverage 


Brewers Assn. of Amer. 

Oct. 11-13 ‘53, Chicago, Attend 500 

W. M. O'Shea, 188 W. Randolph S! Chi- 
1g | 


International Brewing Industries Exposition 
Oct. 20-23 ‘53, St. Louis, M Attend.— 
7,000 

Clapp & Ff Exe jr Madison 
Ave.. New Y / 


Building & Building Materials 


Bridge & Bldg. Supply Assn. 

53, Chicago, Attend 
Lewis Thomas, Dir. 59 E. Van Bure 
Chicag 


National Established Roofing, Siding & 
sulating Contractors Assn. of West 
Sep. 21-23 ‘53, San Francisco, Attend 
C. N. Nict Mng. Dir., 12 E. 41st 
New York, N. Y. 


Council of Architects of Calif. 
Oct. 15-17 ‘53, Coronado, Attend. 
F A. Chase, 3723 Wilshire Blvd 


Anaeles, Calif 
Contracting Plasterers Intl. Assn. 
t, 19-22 ‘53, [ t, Attend.—500 


Albert Beever, 1327 Majestic Bldq 
troit 26. M 


Business & Management 


Rocky Mountain Business Show 


22-24 ‘53, Denver, Attend.—12,000 
ning, Pres., P. O. Box 


National Assn. of Suggestion Systems 

Yct, 25-27 ‘53, Pittsburgh, Attend.—500 
S. W. Rubenstein, 122 S. Michigan Ave., 
Chicago 3, | 
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Cemeteries & Funeral Directors 


Funeral Directors Assn. of N. J. 


A 


ena 


Ontario Funeral Service Assn. 
24-29 T , 


Bar 


Assn. Cemetery Superintendents & 
Officials of Ohio 
$ , "63 Pavien, Altend 25 


Edaar Warren. 15 endal Ave.. Akron 


National Funeral Directors Assn. of U.S. Inc. 

Oct. 12-15 '53, Washington, D. C., Attend. 
4 

H. C sther Exe ecy 15 W 


S+ 


Wells 


Funeral Directors & Embalmers Assn. 


Florida 


7 50 
7 


Chemistry 
American Chemical Society 
6-11 ‘53, Chicag 


ISS JAS 


Chiropody 


National Assn. of Chiropodists 
Aug. 13-18 ‘53. | Anaele 
Dr. Wm J. Stickel 3500 
Mach nations C 


Wa 


Chiropractic 


Assn. Chiropractors & Drugless Therapists 
of Ontario 


'£2 


Georgia Chiropractic Assn. 
+. 2-3 '53. Atlanta. Attend 


R. ". Leiter, 50! Persons Blda 


Kentucky Assn. of Chiropractors 
+ O.}1 ‘62 exinaton, Atte 


( 
F. White, Somerset, K 


Cleaning-Dyeing & Laundry 


National Assn. of Institutional Laundry 
Managers 

Yc+ 8-10 '53 

Heyw 1M. Wiley 

Jelphia 21, Pa 


American Institute of Laundering 
z 7.1] 53 Anaeles, Attend.- 
Albert Johnson. Secy., P. O. [ 


j 


awer 


Coal & Petroleum 


Ohio Petroleum Marketers Assn. 
Sep. 16-17 ‘53, Dayton, Attend.—5 
Clyde E. Weilingford, Exe 

a mbus 15. O} 


Fuel Merchants Assn. of N. Y. State 
Sep. 17-18 ‘53. Leke George, Attend. —450 
Mr Heler } 90 State St Albany, 


Communications 


U.S. Indpt. Telephone Assn. 


+ 12 53 ¢ 3a € 
hert. Secy., 41! 


Containers 


Industrial Packaging & Materials 
Handling Exposition 
a+ 1.99 £2 


( 


Dental 


American Denta’ Assn. 


Canadian Dental Assn. 
21-23 ‘53, Montre 


att 


National Education Dental 
Technicians 


t. 23-25 ‘53, New York 


Congress for 


Attend 3 500 
42nd St New 


Education 


American Alumni Council 

Jul. 13-15 '53, Hot Spring 
400 

Ernest T. Stewart 

Ave. N.W., Washing 


These Listings Not Complete 


Space does not permit complete listings of all trade 


shows, expositions and fairs scheduled. 


A quarterly 


directory of all conventions and shows is available. 


For complete schedules of all 
conventions, trade shows, expo- 
sitions and fairs for 1953 and 
beyond, consult SALES MEET- 
INGS’ Directory of Conventions 
and Trade Shows. 

The Directory is made available 
to subscribers of SALES MAN. 
AGEMENT only at $5.00 a 
year. Issued quarterly, the Di- 
rectory is cross indexed by in- 
dustry for easy reference to 
meetings and shows in your in- 
dustry and allied fields. 


To maintain a complete reference of 
all business, industrial and profes- 
sional events, enter your subscription 
to the Directory today. 5 mail 
the coupon to receive the first 
two quarters of the Directory. 
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@ Every event listed by city and 
date 


@ Cross indexed by industry or pro- 
fession 


@ Estimated attendance at meetings 
and trade shows 


@ Show executive's name and ad- 
dress 


Subscription Department 
SALES MEETINGS 
1200 Land Title Building 
Philadelphia 10, Pa. 


issued quarterly at $5.00. | 


Name 
Company 
Address 
City 
[] Check Enclosed 


Please enter my subscription to Directory of Conventions and Trade Shows— 
am a subscriber to SALES MANAGEMENT. | 
understand | am to receive the first two quarters of the Directory right away 
in order to have a complete list of all future events now scheduled. 


For SALES MANAGEMENT 
Subscribers Only 


Zone State 


DD Bill on Shipment 


a 
- 


California Speech Therapy Assn. 
+ 2.3 | P ‘ Attend 
b 4W. Bet 


M Vaerr Pee 


Vocational Assn. of Ohio 
3.4 


New England Assn. of School 
Superintendents 


American Assn. of School Administrators of 


Calif 


Electrical 


International Assn. of Electrical Inspectors 


26 ‘53, Chicago, Attend.—2,50 


A é ian Ave 


Eastern Canada All Electrical Show 
+ £2 "8% tiMantres Attend t 


Industrial Electric Exposition 


Tot 


Electronics, Radio & Television 


Western Electronic Show & Conv. 


National Electronics Conf. 


Engineering 


Instrument Society of America 


New York State Society of Professional 
Engineers 


Fairs, Expositions, Pageants 


Edmonton Exhibition 
13-18 ‘53, Edn Attend.—250,000 
E. Bannerman, £ n Ground 
n. Alta. Ca 


Washington State-Far East Trade Fair 


Aug. 9-23 ‘53, Seattle, Attend.—10 
f nternat Trade Fair 


Iinois State Fair 


¢ { 
»prinatielc 


Box 


Mississippi Valley Fair & Exposition 
A } 8.23 c2 Da er ‘ Attend fQ 


Mar., 25 Schmidt Blda 


lowa State Fair 
Auc. 28-Sep. 4 
45° 

B 


M 


Canadian Natl. Exposition 


Aug. 28-Se; z © 
) 


M 


California State Fair 
ad 2 » ‘£2 . sment 


eer 


Quebec Provincial Exposition 


4-13 ‘53, Quebe Att 


nada 


New Jersey State Fair 


Texas State Fair 


Firemen 


Washington State Assn. Fire Chiefs & 
Firemen 


Firemen's Assn. of New York State 


Binahamton. At 


c 


Rea» 4 Ma 


Ohio State Firemen's Assn. 


A P A 


Fish 
Scotia Fisheries Exhibition 


5 inenburg \ 


nada 
Flowers & Gardens 


Texas State Florists Assn. 
8's? £t Wert 


Ray M ' 61S St 


Allied Florists & Growers of Canada 


53. Reaina, $ Attend 
Wt 


nt 


Florists Telegraph Delivery Assn. 
Aug. 30-Sep. 5 '53 


A 


~~. Attenc 
é 


California Assn. of Nurserymen 
53. Hobera Attend 4 


Merz, 304-1005 8th St., Sacrament 


National Garden Supply Trade Show 


t. 25-3 53 


Food & Food Processing 
National Assn. Retail Meat & Food Dealers 
1 2-6 '53, New York, Attend.—700 

T. Nepil, Exec. Secy., 330 S. Wells 


3G 


National Candy Wholesalers Assn. 

Aug. 2-6 53, Chicag Attend 3 
M. McMillan, Exe : 1424 
WwW Washington 5, [ ‘ 


Texas Retail Grocers Assn. 
A , Y 


International Apple Assn. 

Aua 3 53 Cr 1g 
Frase cxe v 

++ , [ { 

National 


Aug 2 


Food Distributors 


5 ft 41g 


North Carolina Food Dealers Assn. 
Aua 23-25 ar | Char tee Attend 


16 ‘a 


Independent Grocers Alliance of Amer. 


93.9% ‘53 hicaa Attend | 


Tennessee Wholesale Grocers Assn. 
Attend 


International Food & Home Show 
. 6-24 53. Minnear A ++ 


Virginia Independent Food Dealers Assn. 


93, Roanok 


we 


Oklahoma Retail Grocers Assn. 


New England Food Exposition 
+ j ) 2 B stor Attar 


Illinois Retail Grocers Assn. 


ria Are 


American Bakers Assn. 
+. 24.28 '53, C 


1 Fiedler 


Forestry, Lumber & Millwork 


Society of American Foresters 


4 


Lake States Logging Congress 


r r 
Mich 


Oklahoma Lumbermen’s Assn. 


Gift & Jewelry 
National Jewelers Assn. 
~‘ 
California Gift Show 


Chicago Gift Show 


4 


f KA 
f ; 


Portland Gift, Stationery 
Lamps & Housewares Show 


Jewelry 


American Natl. Ret! Assn. 


Jewelers 


Kansas City Gift Show 


Western Jewelry & Silverware Show 


New York Gift Show 


49 


United Horological Assn. of America 


9.21 M 
d v 


Ohio State Gift Show 


Allied Gift & Jewelry Show 


Boston Gift Show 


~ 


b 
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Philadelphia Gift Show 


> “2 7 sdelphia. Attend 


Government 


Canadian Institute 
p 24.26 '53 


f ; 3 W 34 e. 2 


International Municipal Signal 
© 2 a | nbu A+t 


A 29a $d . 


oe. * 
k 3 ‘ 


Illinois Assn. of Park Districts 


- | Ate 


Graphic Arts 


American Photo Engravers Assn. 
» 14 0 7 ter A+4 


A fk 
} r t ‘els VV va t 


Health, Recreation & Welfare 
National Fed. of Blind 


Mily L 


National Assn. of Sanitarians 


KA 


Toys 


A 


Ohio State Safety Conf. 


State Conf. of Health Commis 


ioners of Ohio 
n Phil 


Canadian Public Health Assn 


KA 


National Safety Council Congress 


R f 475 bh MA 


Hobbies & Toys 


National Hobby Conv. All States 


Clubs 


Hobby 


Society of Philatelic Americans 


é | me Attend 


American Numismatic Assn. 


National Button Society 


of Sanitary Inspectors 


Home Shows 


Los Angeles Home Show 


> 
4 


Hospitals 


American Hospital Assn. 


A av oe 7 ‘4 -" , A+ ‘ 
r er 


Assn. of Alberta Hospitals 


Fdn 


Mississippi State Hospital Assn. 


53.8 


KA C actle ke Mea 


114 M 


Ontario Hospital Assn. 
+ 26-28 ar T ; A +4 j 


15 4 . A A 


sda 


British Columbia Hospital Assn 


Var 5] } 4 


A { | } ~ 
Wa é t 


R Canada 


Hotels & Restaurants 


International Stewards & Caterers Assn. 


é oy ‘ 


‘ M 44 Th Als 1 k 


Tri-State Hotel Assn. 


" 


Indiana Restaurant Assn. 


lowa Restaurant Assn. : 
£2 : M A+ J 4 


Kansas Restaurant Assn. 


A 
VV 


Illinois State Restaurants Assn. 


4 5 re ] 


House Furnishings 


Armory Furniture Show 


' y 
Wey ‘ 


Northwest Furniture Market 
é 52 Seattle At 
k B. Deuster. Exe 508 i 


Ws 


Los Angeles Curtain & Drapery Show 


fA 


Western Lamp & Picture Show 
2 on. Fra 


k ' ' ‘ KA ce MA 


New York Curtain & Drapery Show 
26-3 53 New York, Attend 
M Walers, RFD # | ansdale 


Twin City Furniture Market 


neapo 


77 
427 


Western Housewares Show 
Sep. 20-23 ‘53 Anas 


National Home Demonstration Agts 
Annual Mtg. 


Mre ry 
J ) er 


Insurance 
Life Office Management Assn. 


ae | C ’ 


Att, 


} 


Farmers Automobile Insurance Group 


Labor Unions 


United Rubber Cork Linoleum & 
Plastic Workers of Amer. 


4.19 ‘53, ¢ 


Leather & Leather Products 


National Luggage & Leather Goods Show 


h 


53 Jew York Attend. 2.000 


MA P Cue Vv. Ff 220 5St Ay 


Chicago Shoe Travelers Assn. Show 


$3, Cnicag 


Morrison Hotel, Chi- 


Boston Shoe Show 
ae K ; 
Field, Ma 
|, Ma 


Tanners Council of Amer. 


National Shoe Fair 


ry J ra 


Library 
Canadian Library Assn. 


23-25 53 ttawa 
MA i bd Mortor 4s 


nada 


Minnesota Library Assn. 


7 ‘63 +. Pa 


New York Library Assn, 


15.17 ‘53, Albany 


MA 


Wisconsin Library Assn. 
22-24 ‘53, Milwau 


Marketing & Merchandising 
Western Merchandise Mart 


53. San Francisco 

nye - 
National Piggly Wiggly Operators Assn. 
A 5 53 tan ee 


4 WwW 


Denver Wholesalers & Manufacturers 


nd 


400 


na Ar 


National Automatic Merchandising Assn. 


53, Chicagq 


Southwestern Merchandise Exhibitors 
r é | 2 alla Attand 4 { 
Sand aig r, 


York Premium Show 


National Assn. of Food Chains 


Cas 15.97 °62 
d 


Medical 
West Virginia Medical Assn. & Aux. 


23-25 3, White s}phu f 


National Medical Assn. & Aux. 
A 4 ville 


£2 Nast Attar 


American Congress of Physical Medicine 
A 1 4.982 6 Ch a0 Attend 91K 


a yeit } qr 
VV Lé é £U2Z 13ra t 


é 


Utah Medical Assn. & Aux. 


( 


+ 
er d 5 ] 


W.-H. Tibbals, 42 


ake 
tal 


Washington Medical Assn. 


2 OH, Bida 


c 


Assn. French Speaking Physicians of Canada 


4.1 C2 Shert ke Atty } ati 


eph Blvd 


Montana Medical Assn. 


3 


Kentucky Assn. & Auxiliary 
ep. 22-24 ‘53 e 


Medical Society of Pennsylvania 


+ 3.7 ‘53. Philadelohia 


Attend 


aan t c 
Mar., 230 state ot. 


New Hampshire Medical Society 
4.4 ‘53. Manchester, Vt., Attend 
Smith. 44 Ches 


Western Orthopaedic Assn. 
4.2 '52 ir e dat 


y 


American College of 

Congress 

; — 

American Society of Anesthesiologists 
6.9 ‘53. Seattle. Attend.—!.000 


'?) 


American Academy of Pediatrics Natl. Mtg. 
( + rif Cc. Mian Attend ? NO 


AW hurch + evar 


American Assn. of Physicians & Surgeons 


53. Chicaca Attend 500 


Ave 


American Urological Assn. 
North Central Section 
ae Cir nnati. Atter 


Engel. 2020 E. 93rd 


American Society of Clinical Pathologists 

Oct. | 14 ‘53, Chicago, Attend 1.000 

be .C. SG srtson, 1040 W. Mich 
nd. 


American Academy Ophthalmology & 
Otolaryngology 
12-16 '53, Chicago, Attend.—5,0 
W. L. Benedict 10 Ist ve. Bldg 
+, Minn 


National Gastroenterological Assn. 
12-16 ‘53, Los Anaeles, Attend.—601 
k Herlitz. 280 Mad n Ave., New 


California Academy of General Practice 


9 97 '&2 
vr. £9-4 23 


nado, Attend 


e 
4° M yn St sn Frar 


Oklahoma City Clinical Society 


L£0-4 3 clahoma 


y.. 512 Med 


C ) 


San Francisco Heart Disease Assn. 
t. 28-30 '53, San Francisco, Attend 
M 3dy T 
2 
Metal & Metal Products 
National Metal Congress & Exposition 
; 19 23 C2 2 avelan 1, Attar | A 


ter W ¢ 201 & 1 Ave.. C 


cu 


Miscellaneous 


American Institute of Cooperation 
Aug. 9-13 ‘53, Columbia, Mo., Attend 
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Music 


Texas Music Teachers Assn. 
4.18 53 F+ W 
McC ae 


tex 


Nursing 


American Assn. Nurse Anesthetists 


c 


Licensed Vocational Nurse Assn. 


Ilinois Nurses Assn. 


A. Ran 


Indiana State Nurses Assn. 
3 ‘53, Ft. WV 


c 
serary 


Oregon Nurses Assn. 
3 Portland, Attend.—4 
S.W., Alder St., Port. 


2-16 '5 
Vreeland, 220 
4 Ore 
New York State Nurses Assn. 
2-16 ‘53. Buffa A +4 


KA 


North Carolina Nurses Assn. 
19-23 

VM TY 

N ( 


Office Management & Equipment 


National Stationery & Office 
Equipment Assn. 

ep 26-30 '53. Ch 
Burbank, 74 
eEnC 


National Business Show 
19-24 ‘53. New 


ar 


National Office Management Assn. 
(Cost Reductions & Methods Clinics) 
21-22 '53, Detroit, Attend.—40C 
Planlinnatets tanderd A Jent 
7 


Optometry 


Ohio Optometric Assn. 
+ c Db | 


k 


Osteopathy 
American Osteopathic Assn. 


yyt h 


Missouri Assn. Osteopathic Phys. & Surgs. 


MA 


New York State Osteopathic Society 


Yew k 
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American College of Osteopathic Surgeons 
9.99 ‘52 | Anaele Atta f 


kK 


Paper 
National Paper Trade Assn. of U. S. 
4? 
Pharmaceutical 


New Hampshire Pharmaceutical Assn. 
£ c Bretton W j Atte } 4 


c n 
Moult Ey ecy Ma 


National Assn. of Retail Druggists 
t C ; r ag 


c A A 
VV wrqave d VV VV acke 


Photography 
Prof. Photographers Assn. of Wisc. 


waukee Attend 


oma : \ ot 


Photographers Assn. of Amer. 
A . ©. ; 


A 


Ch 0 Attend 


Jjore Per 


Biological Photographic Assn. 


A 
54 Ar 


Master Photo Dealers & Finishers Assn. 
‘ A's Anaeles. Attend.—2.0 


R V 3 W. Michiaan Ave 


Police 


Chief Constables Assn. of Canada 
2? ‘53 r Attend 150 


va uver ‘ 
} Stat . M ntrea 


Publishing 


Ohio Newspaper Women's Assn. 
25-98 “Es. °€ imbu Attend 
P A r Review A 


Real Estate 


American Title Assn. 
California State Apartment Conf. 


Ohio Assn. of Real Estate Boards 
+ c C2 imbu Attend | 000 


eRoy Parsor yN High St Columbus 


National Assn. Housing Officials 
T 3 6 53 Milwaukee Attend 


Ma 1313 &£ AO+ 


VIG ) 


International Churchmen's Exposition Corp. 
Attend 8 OO 


c c 


| 


Science 


Society of Amer. Bacteriologists 
: 14 ‘53, Sen Frenci 


> 
2. 


5 Sth 5 


Astronomical League 
4 W ast! 


Society Economic Paleontologists & 
Mineralogists 
! 


jena ,] 


Sports & Sporting Goods 
National Fishing Tackle Show 


Aug. 9-14 ‘53. Chicaa 


Tobacco 
International Assn. of Pipe Smokers Clubs 
4-16 ‘53, Flint, Mich 
Pier Box 27, Ballston Lake 


Atiar j 201 


Transportation & Travel 


American Transit Assn. 
Aug Angeles, Atter 
Fred C. J. Dell, 292 Mad 


rk 


| 12 ‘53. Los 


Allied Railway Supply Assn. 
ep. 14-16 '53, Chicag 
( f Wea 200 Chase 


American Merchant Marine 
Ser 21-2 53 Cleveland 
tH | rdina 17 Batter y 


4.N 


Institute of Traffic Engineers 
Sep. 28-Oct. | ‘53, Buffal 
M. Mansfie Todd, 211 


h 


Utilities 


National Assn. of Soft Water Service Oper. 
Ser 16-18 ‘53, Chicaa Attend 400 
W k + ¥ 1] / Washin ytor C4 


New England Water Works Assn. 
sep. 28-30 53, Poland Spring, Me 


A 
6 


Fed. of Sewage & Industrial Wastes Assn. 
t 3-16 ‘53. Mian Attend 1,000 
325 r BI iq ( t TT 


American Water Works Assn.— 
Southwest Sect. 
+ 18-21 ‘53. Houstor Attend 
Jackson, Water Dept 
American Gas Assn. 
t. 26-29 ‘53. St 
irwin B 


ew Y ’ 


Veterinary 
American Veterinary Medical Assn. 


20-23 ‘53, Tor Attend.—2,50( 
4 Marder > 


get more 


“SELL” 


in your 


SALES 
MEETINGS 


The Berkeley offers an atmosphere 
conducive to concentration . . . 

a location that guarantees 
maximum attendance . . . service 
that promises efficiency. 


The Berkeley's a quick-trip over 
the Super Highways from both 
New York and Philadelphia and 
offers complete facilities to han- 
dle meetings of 6 to conventions 
of 600. Wonderful social activities 
at the hotel or in the vicinity. All 
dining and meeting rooms and 
many bedrooms air conditioned. 
For full information, write or phone 
Mr. Howard A. Heinsius, Sales Man 
ager — ASbury Park 2-5000 or WOrth 
2-4018 in New York. 


HOTEL 


BERKELEY- CARTERET 


ON THE OCEAN AT ASBURY PARK, N. J. 
Only 54 fast miles from New York 


So Sorry—We 
are sold out 
until Oct. 15 


~ 2a. >. a 
a, 
© CONVENTION © SALES CONFERENCE 
© STAFF MEETING 
UNIQUELY DIFFERENT — Luxury In The invigorar 
ing Climate of the North Woods of Wisconsin. 


Ski-Tow and Slopes... Skating Rink 
Sleigh Rides ... Hockey and Ice Show 
Instruction and Equipment Available 


PLUS VALUES — Steam 
Health Baths, Cocktail 
lounges — Private, air- 
conditioned Conference 
rooms — Movie Facilities 
— Banquet and Cocktail 
Party Service 


~S Readers of Pageant, Quick 
~ and Cosmopolitan Know... 


e The e $a bee lous 


Norlhenate 
THREE LAKES, WISCONSIN 


INDEX TO ADVERTISERS 


The Ahwahnee (Yosemite Nationa! 
Park, Calif.) 
Hotel Algiers (Miemi Beach) 
Anas 
Allied Van Lines Inc 
n-£ 


Ambassador Hote! (Atlantic City) 
A haw & 
Americen Airlines ine 
A ~ suff & Ryo 
American Decorating Co 
American Neckwear Mfg. Co 
Research & Ad 
American Society for Metals 
Age A n & 


- ~ Laura Cer ramics 72 


3rd Cover 


Arrow Photo ‘Cane Co : 74 


Bahamas Government Sevelepment Board 


Baker Hote! (Dallas) 
a 
Ph ne Hote! (Dinvie Notch N. H ) 
Aas , « 


Beekman Tower (New “York) 

* ‘ 
The oe Str attord (Philadelphia) 
Berteley Carteret Hotel (Asbury Park) 


Branit international Away _ 
Bright y Bow Lodge (Grand danse Ariz.) 
The British Colonie! Hotel (Nessau) 

Ae 1 Ag 
The Buena Vista Hotel (Mississippi) 
Capex Company, inc 
The Casablence (Miami Beach) 

A 
Cavalier vonet (Virginia Bea h) 


R 


Chelsea Hotel (Atlantic City) 
Chesapeake & Ohio Railway Co 
% ' 
Pe Du uth & Georgian Boy Transit Co. 48 
Ag 


Cincinnati Music Hall 4th Cover 
A 


; w 
Claridge Hotel ‘(Atlantic City) 
A A a 


Hotel Claridge (Memphi:) 

Ag % 
Comet Decorators Co 
The Coquina (Ormond Beach, Fia.) 
Crarnowski Display Service 
Delano Hotel (Miami Beach) 

A { B A 


Hote! Dennis (Atlantic City) 
RR A 


Aq ' 
Dinkler Hotels (Atianta, Ga.) 

. % nda 
Display Guild 


Gale Dorothea Mechanisms 


Or ake Hotel (Chicago) 
Eastern Air Lines 


Eastman Kodeh Company 
sdetmale Suit Hotel Saawecter Park, Miss.) 
El Tovar Hotel (Grand Canyon, Ariz.) 
Florez Incorporated 
Flying Tiger Lines, Inc 

Pix 4 


Functional Fee ayo 
A 


Galveston Texas 
ve 


Gardner’ Displays Co 


} 
eee Exhibits & Stapteve 
a 


Hotel Governo: Clinton (New York) 
The 6 ray Line As sociation 


Jam’ vet Or rganization inc 2nd Cover 

Morhele Sisters 33 

— Point Me! (Mt. Pocono Pa.) 77 
j % 


Hotel Hollenden (Cleveland) 
Ag & 


Saxi Meliewerth, fae 
House of Shows 
The Inn (Buck Hill Falls, Pa.) 

Ag N iF & 
International Amphitheatre 
Ivel Corpqretion 

A 
Jellerean Hotel "(Atlantic City) 
The Jefferson (Richmond) 

Ag hn Falke Arndt 
Marty Joyce Attractions 
Jung Hotel ang Orleans) 

Agency 


Kingubridge yr onint R.E. Show , 
The Kirkeby Hotels 
Ans ® 


Flanaaqan Adve 


Kitzing Studio & Workshop 
La Fonda Hote! (Santa Fe, N. M.) 
Howard Lanin Management, Inc 
LaSalie Hotel mienge 

Agency: R Liewe 
Las Veges Convention Bureau 

A WwW M 


Long Beach Shember of Commerce 
The Markham (Gulfport, Miss.) 
Mayo og 9 (Tulsa, Okla.) 
Agency tte Payne Ad 
Stanley aeibe 
Albert Meltz Studios 
City of Miami Beach , 
Agency: August Dorr Advertising 
Mont Tremblant Lodge 
(Mont Tremblant P 9 Cooedey 
Aa Falk Ay 
Hotel Morrison (Chicago) 
Ager Ps & 
Ira Mosher Associates 
Owen Murphy Productions, Inc 
National Guard Armory 
The National Hotels Co 
ort Advert o 
Netherland ia Hotel (Cincinnati) 
thrauff & Ry 


Hotel ~ dg Yorker (New York) 

A t Riga 
North American van ene 
Ar 


PT t Pi 
No: thernaire (Three Lakes, Wis ) 
A ; 


Northwest Airlines inc. 
Age y } & Wa 
Ohio Displays 
Oravisual Company, Inc ' 
The Pantlind Hote! (Grand Rapids Mich.) 
Parisian Novelty Company 
Aq v: Robert Pet na Aa 
Hotel Peabody (Memphis) 
Peninsular & Occidental Steamship Co 
Aae y 4 A } 4 
RCS Studios 
Rappaport Studios, Inc 
Reeves Sounderent Corp 
A k % 


Reno Chamber of Commerce 


Hote Ritz Carlton (Atlantic Gry) 
A 


N 
need York ‘Hotel (Toronto, Canada) 
Aa y , 1 Eckha ? 
Sacramento Convention Bureau 
St. Clair Hotel (Chicago) 
sate Blazers inc 
t K 
Sane ‘Seucl Hote (Miami Beach) 


See ‘Isle Hore (Miami Beach) 
the ‘Shamrock (Houston) 


Shelborne Hotel (Miami ‘Beach) 


The pao Hotel | (Atlantic <i 
Sheraton Corp 


Sherman Hotel (Chicago) 


“ 


a 3 Club Hotel _( Miami Beach) 


The ya dP (Washington D. C) 
Sho-Aids Inc 
Age R an Orga 
— Hotel (Oklahoma City) 
ewart Be 
The Skyline ‘tan (Mt F naelng Pa) 
Split Rock Lodge and 
Club (White Haven, Pa.) 
Agency: Lewis & ; 
State Fair of Texas 
yer xy Bea 
Technical tet Inc 
A y Mv ny BRA 
Terrace Plaza Hote (Cincinnati) 
A ~ Rya 
Ralston ‘tien. ‘Tee 
Trans- Canada Air Lines 


Trans World ‘Airlines 


Bart 
Tulsa Hotel ‘ Menialeten 
M Payne A 
ar Air Lines 
Aas vy: N. WLA & 
United States Travel Agency 
Aas y Jame < Reattie A 
Thomas J. Valentino, Inc 
Westen-Wilcox Sales Agency 
Western Hotels, Inc 
i 


L . Whitney Displays 
Williamsburg Inn & Lodge 
(Wiiembare Va.) 


Hote | Woodward (New bg 
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’ For America’s most honored 


Guci 


At no other place and at no other time in 1953 
will the power and vitality and productive genius 
of the vast and basic metals industries of 
America be so forcefully and so clearly 
demonstrated as in Cleveland’s Public 
Hall this October. 

Here... in bold, animated, live-action display 
will be the newest ... the finest . . . the most 
wanted developments . . . and here, too, 

will be the alert, the wise, the 
idea-seeking men who make the metals 
industries go forward. 


‘ im 
2 —_ tal 


4“ 
eN 


NATIONAL 
METALS EXPOSITION 
AND CONGRESS 


it’s Cool aa 
Comfortable inside 


POETIC eppae 


CINCINNATI] MUSIC HALL 


+4? Su a3 Such firms as General Electric Co.; separate 23,000 square foot areas. 
( it's Air-Conditioned Chrysler Corp; Electric Auto-Lite; Gruen Seating capacity includes a 3,500-seat 
Watch Co. use Music Hall's facilities, auditorium, 5,700-seat arena and a 


Cincinnatians and visitors like 


a os regardless of season, because Cincinnati ballroom accommodating 2,000 in night 
conventions and expositions Music Hall is always comfortable and club style, with food and drink prices on 
at Music Hall because of its easy to get to. They can depend on the low side. Write or wire Charles 
comfortable air conditioning. people coming to Music Hall because of W. Bauer, Jr. or call CHerry 3086 


Summer's heat actually helps its centralized downtown location. (private switchboard) for other 


build attendance for Music Three exhibit halls under a single roof for Se See 


Hall attractions. |: pcs a total of 70,000 square feet; or three 


